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Rough Proofs 


“Consumer activity is new prob- 
lem of canning industry,” says a 
news item. And of course increas- 
ing the activity of consumers of | 
eanned goods is still another. 


vvy 


Vashington describes the official 
attitude toward consumer standards 
and other new legislation as “apa- 
thetic.” It couldn’t be that this is a 
presidential election year, could it? 


te 


In sponsoring the Kentucky 
Derby, as Gillette has arranged to 
do, the advertiser should offer the 
fervent hope that the favorite go to 
the front and stay there. 


7 7 | 


Somebody has suggested that 
roadside radio transmitters might be 
used for advertising purposes. But | 
hasn’t the harried motorist enough | 
to think about already? 


7,’ VV | 


“In Ecuador,” reports ADVERTISING 
Ace, the advertising control law is 
so complicated that nobody can un- 
derstand it—not even those respons- 
ible for its enforcement.” 

Sounds familiar, doesn’t it? 


7. | = 


If you insist on having an appro- 
priate slogan for this year, you might 


consider the political implications 
of “Don’t elect a smarty in nineteen- 
forty.” 
vvwey 
| 
Improved railroad advertising, it 
is declared, is the corollary of tech- 
nical developments in the transpor- 
tation field. Unlike some _ other 
fields, the railroads don’t demand 
that their copy get too far ahead of 
the product. 


vv¥egy? 


Procter & Gamble will feature 
“Mrs. Typical Customer of 1940” in 
its advertising. No doubt she will 
be shown to be cooking with Crisco, 
washing dishes with Ivory soap and 
sending in wrappers for P&G con- 
tests. 

, FF 


“New freedom for secretaries!” is 
the inspiring promise of L. C. Smith 
typewriters. But don’t they realize 
that the most successful technique 
consists of sending the boss to Flor- 
ida for a few weeks? 


7, ¥ F 


Don 
air 


Ameche will return to the 
waves next month in a new 
show for Old Gold. And he won't 
be a bit mad if they don’t team him 
up with a ventriloquist. 


vvweg? 


Jack Platt is pictured in ApvEr- 
TISING AGE with his radio playmates, 
including Bob Burns, who is de- 


scribed as the star of the show. 
And all the time we thought a fel- | 
‘Ow by the name of Crosby had | 


something to do with it. , 


| 
| 
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HOW TO PLEASE EVERYBODY 


AMAZING NEW NESTLE’S DISCOVERY 
SOLVES AGE OLD COFFEE PROBLEMS 


| 
| 
| 


| 
| 


Now it's goodbye coffee pot — very soul of 
rare coffee flaver prepared right in cup 
ectwally tahes less than a minuté— distinctive tangy 


“er ome at 


i 
| 
| 

. - ~~) 

full-bodied taste and strength to suit each person Gunpore Thee Coste loge 

‘if served’ Read how startling discovery of famous Swiss Bill = = om 
food scientists makes these sew benefits possible! . : i teen | 
or Try Nescafe Without Risking « Cent | 


vee 


tent This @ Fate Proponten ” 


Nestle's Milk Products opened a newspaper drive for its new ‘quick coffee,” 

Nescafe, in Washington, D. C., with copy pointing out that use of the new 

product might assist the cook in that task of pleasing all the family regarding 

the strength of coffee. Leon Livingston Advertising Agency, San Francisco, 
has the account. 


Patman Looks for 
Early Action on 


Nestle’s Opens 
Drive on Nescafe, 


New ‘Quick Coffee’ 


New York, Jan. 31.—-Indications 
that Nestle’s Milk Products, Inc., 
pene soon move into high gear on 
|promotion of Nescafe, a new “quick 


hain Store Bill 

Chain Store Bi 
— preparation, were seen this 
| 


. 
Alleges Chains Plot week with the appearance of 840- 
Economic Control of line insertions in Washington, D. C., 
“ | heralding the product as a new dis- 
Entire Country covery which “solves age old coffee 
problems.” 

Washington, D. C., Feb. 2.—Cli- This is the first newspaper space 
maxing a drive launched several| used for Nescafe, according to Wal- 
years ago by Representative Wright | ter B. Bower, advertising manager, 

Patman o f | although the product was _ intro- 
Texas, the duced last August in New York and 
House Ways Philadelphia. Store demonstration 
and Means sand the display of a few three-sheet 
Committee has | posters were the only promotion at 
agreed to hold first. Results prompted the present 
hearings in the full-blown test, he added. It is ex- 
near future on 
the Texan’s 


cities will be added until the Fast 


chain store tax | is thoroughly covered. 

bill, it was . . 
Wright Patman lenrned thks Tells Many-Sided Story 

week. 


No date has as yet been set by 
the committee for the beginning of 
hearings, but it has been tenta- 
tively agreed that they will start 


for its initial copy is apparently 
made necessary by the many-sided 
story which must be told. The 


shortly after the committee finishes|drink by the addition of water. | 
its work on the reciprocal trade |Credit for its discovery is given to 
treaty extension legislation, on 


which it now is working. 

Rep. Patman, known on Capitol 
Hill as one who never gives up on 
a movement once he gets into it, 
has been pressing this legislation 


years of research. 

full coffee flavor the 

“secret” claimed for Nescafe. 
(Continued on Page 6) 


1S major 


This 


| 


pected that newspapers in other | priced field is credited in the copy 


The large space Nestle’s has taken | 577 new dealers have been added to 


product is a powder, made into a | 
| 


Swiss food scientists and several |“1940’s best business card for out- 


The retention of standing 


A&P ‘No Broker’ Ultimatum 


TIME TO SPARE 


| guavt att 
| sv ne Fb 

| WITH THE New ya 
REMINGTON . 


DUAL SHAVER 


IN THE MOST AMAZING 
; lA 
' 


Se’ 


SERIES OF TESTS EVER RUN 
8Y THE U.S. TESTING CO. INC 


First 


of 
Remington emphasizes the speed of the 


innovation 


1940 heralded by 


two-head shaver. 


(Story on Page 28.) 


Want a Job? 
Read Packard's 
Full-Page Copy 


New York, Feb. 1.—Packard Mo- | 
tor Car Company hung out a unique 
“help wanted” sign this week in | 
the form of an acvertisement ap- 
pealing for top-tiight automobile | 
salesmen to join its ranks. The ad- 
vertisement was a one-time shot 
which occupied full pages in Col- 
lier’s and Time. 

Packard spokesmen admitted that 
the insertion was motivated by the 
dual purpose of impressing general 
readers with the rapid expansion of 
the company and attracting worth- 
while men. That the latter objec- 
tive was real and not merely a ges- 
ture is attested by the presence of 
a coupon in the layout for the use | 
of those actually interested in the 
job offer. 


| 


Packard’s entry into the lower 
with the phenomenal boom that has 
produced a jump of 72 per cent in 
jsales and taxed the company’s 


| present force. It is pointed out that 


| the Packard outlets since Septem- 


ber and that these dealers need 
|} salesmen. 
| 

The advertisement is illustrated 


with a picture of a hand holding a 
Packard calling card, described as 


auto salesmen who are 
looking to the future.” Young & 
Rubicam, New York, handles the 


account. 


vigorously for six years, but until 
now has failed to achieve marked 
progress. However, his opportunity 
apparently has arrived and he is 
prepared to make the most of it. 
He worked for many years on the | 
preposal to pay the soldiers’ bonus, | 
and finally came up a victor in that 
(Continued on Page 29) 


falo, as its advertising agency. 
executive. 


Last Minute News Flashes 
Easy Washing Machine Appoints BBDO 


Syracuse, N. Y., Feb. 2.—The Easy Washing Machine Company today 
announced the appointment of Batten, Barton, Durstine & Osborn, Buf- 
Stanley P. Irvin will serve as account 


Insurance Account to Needham, Louis & Brorby 


State Farm Insurance Companies today | 


A cam- 
State Farm Mutual | 


W. Raymond Fowler is account exec-| 


Wayne Pump Company today appointed| Figaro and Cleo 


Don't you feel sorry for those |*” DIRECTORY OF FEATURES Bloomington, Ill., Feb. 2 
poor ball players, who, deprived of eae are sn eee ; 
the pn nasties Bee geet oon Ad-libbing 12 appointed Needham, Louis & Brorby, Chicago, as their agency. 
by the snows of winter, are reluc- | 24si¢ Business Index 32 paign in national magazines is under way for the 
‘tantly compelled to go on relief? | Coming Conventions * Automobile Insurance Company. 

| Earnings 3 utive. 
vvy | Editorials 12 

, __ | Getting Personal 28 s 

\avertising of Ideal dog food will | information for Advertisers 12 Wayne Pump Appoints Hays MacFarland 
Promote the idea of giving pets to | Obituaries 24 Fort Wayne, Ind., Feb. 2 
me ungsters. Why not go a step | Photographic Review 35 | Hays MacFarland & Co., Chicago, to handle national advertising for its| 
‘urther and offer a free pup for six Promotion Review 26| line of gasoline pumps, A. H. Dickmeyer, advertising 
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Rough Proofs 1 
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Voice of the Advertiser ing in April. 


“ol 


manager, ane| 


|lowances and 


| that 


|dents are sharpening their axes to 


Hits Food Advertisers 


Independents Threaten 
Producers Who Accede 
to A&P Request 


New York, Feb. 2.—The majority 


of the country’s food manufacturers 


who have endeavored to do business 
with both chain and independent 
grocers were confronted with a 
knotty problem this week in the 
wake of the declaration of the Great 
Atlantic & Pacific Tea Company 
that it will cease buying from pro- 
ducers who sell through brokers. 

This announcement was made last 
Friday, after the Supreme Court of 


_the United States sustained an or- 


der of the Federal Trade Commis- 


sion and a_ confirmation of the 
United States Court of Appeals. 
Rehearing Is Denied 
This mandate directed A&P to 


cease and desist from accepting al- 
discounts in lieu of 
brokerage, in violation of Section 2 
(c) of the Robinson-Patman Act. 
After the Supreme Court refused to 
review the case, the big chain filed 
a petition for a rehearing, but ap- 


|parently anticipated another rebuff 


by making its sensational enuncia- 
tion of future policy. It was cor- 
rect in its legal viewpoint, since the 
Supreme Court on Monday denied 
the petition for a writ of certiorari 


to review thé juagment of HEU Ss" * 


Court of Appeals for the Third Cir- 
cuit. 

Other phases of the order directed 
A&P to desist from purchasing com- 
modities at net prices which in- 
volved a price concession in lieu of 
brokerage; from accepting quantity 
discounts and other types of dis- 
counts granted in lieu of brokerage, 
and from accepting discounts and 
payments of all kinds, representing 
in whole or part brokerage on its 
own purchases. 


Chain Takes Action 


The chain replied with its decree 
it will no longer buy from 
manufacturers distributing through 
brokers. While predictions as to the 
results varied according to the in- 
terests of the prophets, one conclu- 
sion seemed to be crystal clear: 
manufacturers are going to meet 
with increasing difficulty in selling 


| both chains and independents. Other 


chains may follow the example set 
Meanwhile, the indepen- 


make examples of producers who 
(Continued on Page 33) 


Gillette Plans 


Razor Blade Copy 
Aimed at Kids 


(Picture on Page 2) 


Boston, Feb. 1.— Gillette Safety 
Razor Company will launch a new 
campaign March 15 in 44 Sunday 
newspapers, featuring a tie-up with 
Walt Disney’s Pinocchio, it was an- 
nounced today. Cepy will be in full 
color and will feature Gillette Blue 
blades: exclusively. 

Unusual is the fact that the ap- 
peal will be aimed at juveniles, who 
presumably are not heavy users of 
razors. Masks of Pinocchio and his 
pals—Jiminy Cricket, Geppette, 
will be offered 
with each purchase. Special counter 
cards and window displays will tie 


nounced. Color pages will be used in The Saturday Evening Post, start-|in with the newspaper copy. 


Maxon, Inc., Detroit, is the agency. 
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ADVERTISING AGE 


1949 


See Added Check 
in Distributors’ 
Circulation Data 


Chicago, Feb. 1—Commenting on 
suggestions advanced in advertising 


of the Audit Bureau of Circulations, | 
executives of leading distribution | 
organizations this week expressed 
themselves as eager to cooperate | 
with the ABC in any way that pub-| 
lishers desire. 


Typical of the viewpoint ex- 
pressed was the assertion of one| 
head of a nationally known dis- | 


tributor that the ABC “should have | 
access to every step in the trans- | 
action between public and publisher 
the same as any auditor who checks 
inventories and commercial ac- 
counts.” He added that while the | 
ABC “need not always check every 
transaction it should spot-check 
every type of circulation effort.” He 


Pinocchio, giving masks of the puppet 
Sunday newspapers will be used in the 


PINOCCHIO TIE-UP FOR GILLETTE 


Boys! Girls! Get These Fun-Making 


Pinocchio Masks FREE / 


FREE With A Pockoge Of 10 Blades, 2 Mosks 
With A Puckege Of S Slodes 


Be Sacnus 


Gillette Safety Razor Company will tie in a new campaign with Walt Disney's 


Inc., is the agency. 


Jersey Ale Makes 
the Grade on 
Swank 5th Avenue 


Newark, N. J., Jan. 31.—The pre- 
|sumably well known influence of 


circles that regular auditing of the | WUE Every Porchase OF Gillette Bice Blades! advertising on the styles and cus- 
records of publication distributors PA | toms of the country was asserted in 
be added to the checking activities | Tell Ded You Got A Complete Set Of 5 Mosks ja strange way this week when a} 


widely promoted ale proved to be 
the source of inspiration for the 
color of milady’s fashions. 

| Christian W. Feigenspan Com- 
jpany has been pushing its new 
“Brilliant Brown” ale 
during the past few months as a 
drink for smart people. Arnold 
|Constable & Co., New York depart- 
ment store, became so enamoured 
|of the drink’s hue that it is planning 


om) + pehage <1 we lnttowe Ome 
Gate tus toe oes ° 


y 4 pan 


uct. 


|newspapers will be used in the next 
‘few days suggesting “Brilliant 
Brown,” together with the store’s 
own creation, “Foam White,” as the 


and his pals with purchases of blades. 
drive, which begins March 15. Maxon, 
(Story on Page |.) 


also declared that the ABC “should | 
have available the means of thor-|tor handles publications nationally, 
ough checking when there is cause | ABC checking was said to be com- 
for doubt.” paratively simple. However, com- 

It was also pointed out that prac- | plicated details and rising expenses 
tical considerations are involved in| occur when a large number of inde- 
any extension of the ABC’s auditing | pendent distributors handle the cir- 
activities. Where a single distribu- | culation. 


perfect combination for spring. Win- 
dows and interior display, featur- 
ing cases of the ale, 
the promotion. 


Writers Warm Up 


In its advertisements, the store 
will pay tribute to the brewery from 
which it derived its inspiration. 


-Men’s Clothes to Best 


Albert Leonard George, Inc., New | 
York, has appointed Frank Best & | 
Co., New York, to direct advertising | 
of its retail line of men’s clothes. | 
Magazines and direct mail will be 
| used. 


THE TIMES-STA 


ij 


JOO™ BIR 


iv 


100 Years... through the turns and across the straight- 
aways of a whole century ... «a long way to come. 
You've been with us (at least part of the way)... 


joined with us in serving Cincinnati ... and we cherish 


your company. 


We are therefore making our 100th Birthday Issue, 
April 25, 1940, a summary of knowledge and ideas 


gleaned along the woy .. . not “such stuff” as histories nearest Times-Star representative. Closing date | 

a and textbooks are made of, but observations and Friday, March 1, 1940. For best position, reserve 
ee studies produced entirely by our own staff of writers space now. Circulation: 250,000. 
é | 

P | 
d INCINNATI LIMES-STAR 
ie HULBERT TAFT, President and Editor-in-Chief Owners and Operators of Radio Station WKRC 
* 
- 


and reporters, with all the humor, interest, and gentle 
philosophy that characterizes seasoned newspaper- 


men and interesting journalism. 


Inasmuch as regular advertising and subscription rates 
will apply in this important issue composed of sixteen 
feature sections, it offers a splendid opportunity for 
you to tell your own story, in your own words, in your 
own advertising space, to the nation’s leading citizens 
as well as every family in this great trading area. 


Write for descriptive booklet, or telephone your 


NEW YORK: Martin L. Marsh, 60 E. 42nd St. « CHICAGO: Kellogg M. Patterson, 333 N. Michigan 


|Feigenspan, in turn, has a footnote 
|in its copy, calling attention to the 
|tie-up. The occasion lends itself to 
'rhapsodic copy by Constable’s writ- 
/ers, of which a sample runs: “Gen- 
‘ius incalculable and mysterious .. . 
found this color in quest for a drink 
that would stir the palate with an 
utterly new zest. By-product of this 
search for perfection ...a glorious 
new color with the depth of dark 
/brown mink .. . the surface sparkle 
of dark topaz... the attribute of 
reflected light and shadow; a color 
utterly new and very moving.” 
E. T. Howard Company, New York, 
is the Feigenspan agency. 


/, 4 “Advertising Age” 
Adds Three to Staff 


4 / 
5 LI S H i T S | S. R. Bernstein, formerly director 
ff re research and promotion, has been 
named editor of ADVERTISING AGE, 
and Irwin Robinson, managing edi- 
|tor, who has been operating in 
Chicago, will hereafter make his 
headquarters in New York. 

A. H. Frisch, formerly circulation 
|manager of Standard Rate & Data 
Service, has joined ADVERTISING AGE 
as circulation manager. F. A. Orth, 
formerly with Federal Electric 
Company and A. W. Shaw Com- 
pany, has been made _ promotion 
manager of the paper. 

Richard B. Espey, a member of 
the Chicago editorial staff, has been 
appointed editor of the Market Data 
|Book, an _ associated publication. 

Frank Hicks, formerly in the pub- 
|licity department of Crane Com- 
| pany, has been added to the ADVER- 


| TISING AGE editorial staff. 


| WBAB to Headley-Reed 


Station WBAB, Atlantic City, 
N. J., has appointed Headley-Reed 
Company, New York, as national 
representative. 


vigorously | 


|a promotional tie-up on the prod- | 


| 
Large space in five New York 


will further | 


February 5, 


TO THE LADIES 


ot Ne 
HAVE You 1A8TE0 


ditherest it poure difierset, thor 
oughly distiaguiahed and 
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Christian W. Feigenspan Company 
Newark brewer, has won new friends for 
its Brilliant Brown ale through a promo- 
tional tie-up with Arnold Constable & 
Co., New York department store. 


Surplus Cotton 


Stamp Plan Gets 
Retail Backing 


New York, Feb. 1.—The Fede:;! 
Surplus Commodities Corporation's 
preliminary program for a cotton 
stamp plan, similar to that being 
used for foods in many cities by th: 
United States Department of Agri- 
culture, was endorsed in its en- 
tirety here this week by major cot- 
ton-selling chain store members of 
the Institute of Distribution. 

Milo Perkins, president of FSCC, 
and Philip Maguire, executive vice- 
president of the federal agency, 
presented the proposed program 
which was drawn up with the aid 
of a seven-man committee repre- 
senting the Institute. 

The resolution adopted by the in- 
stitute favored experimental opera- 
tion of the plan in a few cities in 
order to increase the ability of pub- 
licly-assisted families in purchas- 
ing goods made in this country en- 
tirely from cotton. A test in a lim- 
ited number of cities, such as was 
used when the food stamp plan was 
launched, was recommended in or- 
der to determine the practicability 
of the plan. 

It was pointed out that Henry 
Wallace, Secretary of Agriculture, 
has not revealed the cities in whic! 
the experiments may be instituted 
Neither has he set a starting dat 

The need for such a plan was 
outlined in the resolution which 
mentioned the large cotton surplus, 
and pointed out the importance of 
the industry which provides 
livelihood for one out of every ten 
people in the country. 


R. F. Degen Elected 

Robert F. Degen, merchandising 
director of Kenyon & Eckhardt 
New York, has been elected vice- 
president, effective March 1. 


—____—_—_—. 


High Speed 
Four Color Printing 


SEE PAGE 10 
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ADVERTISING AGE 


Its 


“| 70UR story sounds almost too good to 


be true!”...That’s a challenge, some- 
times invited by The American Weekly's 
claim that an advertiser gets double action 
for his money when he tells his story in 
this magazine. 
Here are the hard, cold facts. The Ameri- 
can Weekly reaches more people, in more 
income levels, than any other magazine. 
And if that sounds almost too good to be 
true, these supporting facts make it sound 
even better: 


More than half of the 6,050,000* non-relief families in the 
United States with incomes of more than $2,000 read The 
American Weekly. That's almost twice the number reached by 
any other magazine. 


Of the 19,000,000* non-relief families with incomes of less than 
$2,000, 3’5 million read The American Weekly. That's more 
than twice the number reached by any other magazine. 


These 19,000,000 own more automobiles, buy more food than the 
higher group, and own about half of all the electric refrigerators. 
The American Weekly does a double job in not only 
reaching the families where the wealth is greatest 
but in reaching the families where the retail buying 

volume is biggest! 


Still Wondering? 
But on top of all that, there’s another phase of The 


Adin 


most 
00 Good 
to Be True"! 


The American Weekly reaches not only the largest 
buying market in the world but it concentrates its 
circulation in those urban places where 82% of all 
retail sales in the United States are made. 


It goes to twice as many families as any other magazine in cities 
of over 1,500,000 population —in cities of 100,000 to 1,500,000 
—in cities of 25,000 to 100,000. And it is read by more families 
in cities of 2,500 to 25,000 than any other magazine. 


Which means that The American Weekly checks and 
double checks the markets where most goods are 
bought. ; 
How About It Now? 

Just two more facts about The American Weekly that 
will help clear up the “too good to be true” question: 


1-Following a year’s readership study, Dr. Daniel Starch, noted 
research authority, finds that one or more adults turn to The 
American Weekly in 95.6% of all homes where this magazine 
was found. And that its total adult readership is double that 
of any other magazine checked. 


2-Finally, The American Weekly's BIG COLOR PAGE is not only 
twice as big as any other magazine page, but it costs those who 
use it less than ‘4 cent per family reached. 


And So... 


It’s easy to see that double action from advertising is 


American Weekly’s matchless 
buyer-responsiveness that some- 
times gets the “too good to be 
true” reaction — and that’s this: 


“  Cock-A-Doodle-Doo! 


1940 started auspiciously with a large increase in January, 


over January of last year, in volame of orders secured for 
=~ advertising to be published in The American Weekly! 


NOT too good to be true — not 
when it refers to the double ac- 
tion of the responsive readership 
of The American Weekly. 
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EAMERICAN 
se EANW/EEKLY 


Greatest 
Circulation 


in the World 


“The National Magazine with Local Influence”’ 


Meanst Binc., San Francisco . . 


Branch Offices: Punouve Buc. Ccaco . . . 5 Wovrwnor Souane, Bostos 
Gersaat Mortons Binc.. Deraot 


Main Office: 959 Eighth Avenue, New York City 


Aacavt Bunce. St Louw Eowos Bunce. Los Ancmss 


Hasna Buve.. Crsveraro 101 Masierta St, Attanta 


The SOCIAL 
of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American W eekly 


American Cranberry Exchange 
American Tobacco Co., The 
Amer. Turpentine Farmers Assn 
Anheuser-Busch, Inc. 
Armour & Company 
Axton-Fisher Tobacco Co. 
Babbitt, Inc., B. T. 
Bauer & Black 
Borden Co., The 
Bourjois Sales Corp. 
Brazil Nut Association 
Bristol-Myers Co. 
Brown & Williamson Tobacco Corp. 
California Fruit Growers Exch. 
California Packing Corp. 
California Walnut Growers Assn. 
Campana Sales Co. 
Canned Pea Marketing Co-op. 
Champion Spark Plug Co. 
Charis Corp. 
Chrysler Corporation 
Chrysler 
Dodge Bros. 
Plymouth 
Clorox Chemical Co. 
Coca-Cola Company, The 
Colgate-Palmolive-Peet Co. 
Cashmere Bouquet 
Concentrated Super Suds 
Halo Shampoo 
Palmolive Soap 
Columbia Pictures Corp. 
Congoleum-Nairn Inc. 
Corn Products Refining Co. 
Corning Glass Works 
Cream of Wheat Corp. 
Cudahy Packing Co. 
Davis Company, R. B. 
Dearborn Supply Company 
Demuth & Co., Wm. 
Dennison Mfg. Company 
Doubleday, Inc., Nelson 
Drackett Products Co., The 
Edison General Electric Appliance 
Company, Inc 
Elgin National Watch Co 
Federal Life & Casualty Company 
Firestone Tire & Rubber Co 
Fitch Co., The F.W. 
Florida Citrus Commission 
Franco-American Spaghetti 
Frank & Co., Inc., 5. M 
Frigidaire Corporation 
General Electric Co. 
General Foods Corp. 
Jell-O 
Minute T apioca 
General Mills, Inc 
Bisquic k 
Gold Medal Flour 
Kix 
General Motors Corp 
Buick 
Chevrolet 
bisher Body 
Oldsmobile 
Pontiac 
Glover Co., Inc., H. Clay 
Great Atlantic & Pacific Tea Co. 
Hecker Products Corp. 
Hubinger Co., The 
Hormel & Co , Geo. A 
Hudson Motor Car Company 
Hygeia Nursing Bottle Co., Inc 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co 
Jergens Co., The Andrew 
Johnson & Johnson 


Kellogg Company 


during 1938, 1939 and 1940 


Kraft Cheese Company 
Kraft Cheeses 
Miracle Whip Salad Dressing 

Lady Esther Company 

Lambert Pharmacal Co. 

Lamont, Corliss & Co. 

Danya Hand Lotion 
Nestle’s Cocoa and Chocolate 
Pond's Face Creams and Powder 

Lane Bryant 

Lever Bros. Co. 

Lux Soap and Flakes 
Lifebuoy—Rinso—Spry 

Libbey-Owens-Ford Glass Co. 

Libby, McNeill & Libby 

Liggett & Myers Tobacco Co. 

Lorillard Co., Inc., P. 

Maiden Form Brassiere Co., Inc. 

Manhattan Soap Co., Inc. 

Maybelline Co., The 

Mentholatum Company 

Metropolitan Life Insurance Co. 

National Biscuit Co. 

Premium Crackers 
Ritz Crackers 
Shredded Wheat 

National Radio Institute 

Norge Division, Borg-Warner Corp 

Norwich Pharmacal Co., The 

Ontario Travel & Publicity Bureau 

Pan American Coflee Bureau 

Paramount Pictures Corp. 

Park & Tilford 

Parker Pen Co., The 

Penick & Ford (Ltd.) Inc. 

Pepsodent Co., The 

Perfection Stove Company 

Plough, Inc. 

Potter Drug & Chemical Corp. 

Procter & Gamble Co., The 

Prudential Insurance Company of 
America 

Pullman Company, The 

Pure Milk Cheese Co 

Quaker Oats Company, The 

Ralston Purina Co. 

Resinol Chemical Co. 

Reynolds Tobacco Company, R. J. 

Royal Lace Paper Works, Inc. 

Royal Typewriter Company, Inc. 

Schering Corp. 

Schick Dry Shaver, Inc. 

Scholl Mfg. Company 

Scott Paper Company 

Sheaffer Pen Co., W. A. 

Simoniz Company 

Smith Brothers 

Smith & Corona Typewriters, Inc. 

Solo Products ( orp 

Standard Brands, Inc. 

Sterling Products, Inc. 

Bayer Aspirin 
Phillips’ Milk of Magnesia 

Swift & Company 

Tea Bureau, In 

Tide Water Associated Oil Co. 

20th Century Fox Film Corp 

Union Oil Co. of California 

United Artists Corp. 

United States Rubber Co. 

Van Camp Sea Food Company, Inc. 

Wander Co., The 

Warner Bros. Pictures, Inc. 

Warren Corp., Northam 

Weco Products ( ompany 

Wesson Oil & Snowdrift Sales Co. 

Western Au’ » Supply Co. 

Willys-Overland Motors, Inc. 

Wise & Co., William H. 

Wrigley, Wm. Jr., Co. 

Young, Inc., W. F. 

Zimmerman, Charles E. 


What $18,000 buys 


in The American Weekly 


A full page in color more than twice the size of any other magazine 

page in the world . . . reaching more than 6,500,000 families, through 
Teal Sunday newspapers, at a cost o em tan cen er fami. 

21 great Sunday pay t t of less than t per famil 


... the attention of the entire family instead of a single buying factor. 


REGISTER 
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February 5, 1949 


Magazine Editors 
Give Celotex | 
Strong 1940 Motif — 


Eight Interiors to Be 
Merchandised in Ex- 
panded Campaign 


Chicago, Feb. 1.—Though 1940 
advertising of the Celotex Corpora- 
tion will embody many ramifica- 
tions, its most spectacular feature 
will be promotion of eight Celotex 
interiors designed and sponsored by 
the editors of four magazines— 
American Home, Better Homes and 
Gardens, House and Garden and 
House Beautiful. Celotex is telling 
its dealers that this development 
brings the product from the attic 
tc the ultra-smart living room, 
making it the sensational wall cov- 
ering of 1940. 

The new interiors, which, the 
company further predicts, “will set 
a new vogue in interior decoration,” 
will be presented to home owners 
in the immediate future through 
full color advertising in two of the 


| room. 


magazines and a little later with the | determine the probable trend of 


same type of copy in March issues 
of the others. One of the subjects 
of the advertising is “A room for a 
teen-age girl,’ another a game 
In the first instance, the cost 
of the Celotex insulating interior 
finishes is given as $52.92; in the 
second, $71.68. 


Will Expand Market 


The strategy followed a survey 
by F. W. Dodge Corporation, re- 
vealing that while 88 per cent of 


|/new homes have insulated roofs and 


ceilings, only 46 per cent used side 
wall insulation. The 1940 objective 
is therefore laid down as emphasis 
of side-wall insulation—to point out 
that ceiling or roof insulation alone 
is not enough and that side-walls 
are the area of greatest heat loss. 
Thus dealers, it is believed, will be 
able to skyrocket sales of Vapor- 


seal sheathing on the outside and 
Vapor-seal lath on the inside, in| 
addition to the heavy volume 


hitherto available on Celotex roof- | 


ing products. 
This new source of business will 
also be developed through more 
general advertising in The Saturday 
Evening Post, emphasizing “‘A bet- 
ter way to build.” 
Somewhat the same 
be employed in the 
which also has been 


theme will 
farm field, 
surveyed to 


building in 1940. Of 1,199 farmers 
jin 37 states queried, 47 per cent 
|said they will buy rigid insulation 


|for homes; 20 per cent, for laying 


| houses; 12 per cent, for dairy barns, | 


land 8 per cent, for brooder houses. 


Wooing the Farmer 


| The largest farm paper campaign 
'in Celotex history will be designed 
to translate these plans into actual 
business. On the schedule 
American Fruit Grower, 


England Homestead, Poultry Trib- 
une and Successful Farming. 

will round out the Celotex sched- 
years of advertising leadership.” A 
host of sales and identification aids 
has been created for dealers, the 
most novel being a set of 16 blocks 
which visualize the fuel saving 
story for prospects. Hays MacFar- 
land & Co. is the Celotex agency. 


| 


Plan “Wood Magazine” 
First issue of the Wood Magazine 
will be published in April by Wood 
Publishing Corporation, 50 E. 42nd 
street, New York. The new monthly 
is designed to encourage interest in 
wood and wood products. Edmund 
Jacobson is president and general 
manager of the corporation. 


are | 
Country | 
Gentleman, Hoard’s Dairyman, New | 


A heavy business paper campaign | 


ule, described as “the climax to 18) 


meme . ee 
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Theresa Better Way t Build 


: AND ITS 
Pr 
; Advanced Building Method 
INSULATION as Well as Roof or Ceiling Protection 
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WITHOUT ADDITION OF COSTLY EXTRAS! 
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CELOTEX 


How home owners may secure even temperatures by use of ceiling and wall 
insulation is related in this general magazine copy, featured by specific examples. 


| Donald Davis to 


Address New York 
Consumer Meeting 


New York, Feb. 1.—Donald Davis, 
| president of General Mills, will be 
among a number of _ top-flight 
| Speakers to address the first annual 
consumer conference to be held here Featured products are of a mas- 
at the Hotel Pennsylvania Feb, | sive type, popular just before the 
21, under the auspices of the Ad- | turn of the century. The play, an 
vertising Women of New York. |adaptation of the famous Clarence 
Although the slate of speakers is Day book, deals with that a : It 
not yet complete, others on the pro- rs . a that yok A wil crm 
gram will be William A. Lygate,| version wily be made, Alfred J 
editor of the Gallup poll of the | Silberstein, New York, is the Swank 
American Institute of Public Opin- | agency. 
ion; Mary I. Barber, president-elect | 
of the American Dietetics Associa- 
tion, director of home economics of 
the Kellogg Company and _ vice- 
|president of the American Home 
|Economics Association; 


| Rudolph Binder, 


Swank Makes Tie-up 
with Broadway Play 


Swank Products, Attleboro, Mass., 
has arranged with the producers of 
the new stage hit, “Life With 
Father,” for exclusive exploitation 
rights in the jewelry field. Retail- 
ers are being offered a group of 
jewelry items to tie in with the 
theme of the play. 


Progress sometimes means putting 
up a front, and remodeling interiors, 
increasing floor space as well. 


Recently a representative of sub- 
stantial New York City investment 
interests looked over Troy’s retail 
section, the shopping center for more 
than 204.447 persons. 


Neale to Sales 

James J. Neale, commercial sale 
traffic manager for the central divi- 
|sion of National Broadcasting Com- 
and Mrs. | pany, Chicago, has been assigned to 
president of the | sales activities on network accounts 


Later he told a local bank presi- 
dent, “I’ve visited Troy off and on 


Pe for the past 25 years and in all that 'New York Federation of Women’s | While he retains the title of sales 
ro ag > wehbeseenied - Clubs. traffic supervisor, most of the detail 
ai: lime have never witnessed such an ven — Si will be handled by Floyd Van Etten, 
: : Others on the all-day program ’ 
amazing development of moderniza- hates - 7 “| who has been in charge of local and 
sinc . ~ ar : |} will be Irwin D. Wolf, vice-presi- | _ ey alba act e 
wer % tion. Do you Trojans realize that dent of Kaufman Depa rtment | >P°t Sales traffic. 
Mi not a city of comparable size in the Stores, Pittsburgh: Dr. Allan Stock- | 
ae Kast can match it?” dale, of the National Association of 
; one ‘ > > o iM: seturers: : , . reer 
v om \There’s no “false front” about the | Manufacturers; and Allen Prescott, | 
is : pate "aig Th. radio performer who heads the cast 
new fronts on Troy’s stores. They're - ~ 
, . : tie lof a program called “The Wife 
outward signs of the faith that busi- Saver” sired over Station WOR, Mr. | 
Reali ness men have in the present and | Prescott will lead off the evening 
es, future outlook of their city. Phat’s program by a commentary on the ee 
im a good indication that Troy is an |day’s events at the conference. CE RAMEN 
2 ; > : <. é : : " RY 
a active, growing sales field, The general public will be invited 
—_— ein eutiuaen te to attend the meeting, and prepara- 
, eres greg ~ evidence that tions are being made to handle a 
New York State's lowest cost major crowd of 2,000. Mabel Flanley of 
market merits a place on your sched- Jorden Company is chairman of the | 
ules. The Record Newspapers. Troy's committee planning the event | 
sole dailies, will take your sales story : -_ blish 
to “evervbody” at one rate of 12¢ per | I r 
r line. ' Kentucky Adopts Publishers 
New Chain Tax to the 
H ell gladly send Wi , ry inv: Tr 
om Shae dubult ith an old levy invalidated sev- | . . 
: vou further details eral months ago, the Kentucky ul in n us ry 
legislature has enacted a new law 
licensing chain stores. Build Le tae, is eket 4 
Based on the number of stores aimee Qe oe oy sngn 
JHE TROY RLC ORD operated nationally, the new tax be served by a single bu 
~ a will bring the state $160,000 a year paper. Only a group of edit 
in revenue, it is hoped. Licenses coda their k a 
range from $25 to $200 per unit. pooling their knowleage, 
MIMES RECORD | Sete rondo 
® ~~ a c | nlc ‘An 
P a - Seymour Joins Kellogg point-of-sale, applicatic 
Theodore P. Seymour has joined manutacturing division 
~ f Me io ay Taped Be eer ae tie sath 
THE TROY RECORD CO. _J. A. VIGER, ADVERTISING MANAGER i ci” a tae, ee eee Oe SantiNe © 
‘ “ . . as s represent } y 
formerly with Brown & Thomas Ad- ——w oe 
vertising Corporation, New York, 
and on the executive staff of the | INDUSTRIAL PUBLICATIONS, INC. 
Fo American Newspaper Publishers 59 E. VAN BUREN STREET. CHICAGO 
Association. a 
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EDITING THE HARD WAY 


55,000 miles of travel, 50.000 personal and mail contacts in a single year, 
give Farmer-Stockman editors a real under standing of farmers problems 


THE FARMER-STOCKMAN IS THE GUIDE TO 
BETTER FARMING METHODS ON NEARLY A 
QUARTER MILLION SOUTHWESTERN FARMS 


FARM paper built to serve its readers must 

be staffed by editors who know farms and 
farm problems. Like the farmer, an editor must 
live close to those problems. He and his read- 
ers must be close enough to suffer together when 
times are hard, to rejoice when they are good 
and to regard.the future always with hope. The 
farm paper which touches the heart of the 
reader and the one to which he always responds. 
is one that deals with his intimate problems. 


Putting out such a paper isn’t a matter only 
of expert knowledge. It’s a job calling for a lot 
of hard work. The farm scene is a shifting one. 
Literally, it may change over night. A major 
problem in 1939 becomes of little importance 
in 1940. The big problem of last week may give 
way to a bigger one this week. 


OPY dealing with markets, weather, meet- 
ings, etc., is prepared for The Farmer- 
Stockman one day, put into forms the next day 
and goes on the press the third day. The reader 
gets a paper only four days old which gives him 
a picture of the agricultural set-up right then 
and not as it might be a month hence. 


In putting out a service paper, field work 
is just as important as office work. What 
farmers do and think can be learned in one way 
—by going out and talking with them. Reports 
and figures on farm conditions all help, but 
farmer reactions are not based on cold statistics. 
The human farm problems can be learned only 
by living with farmers on the farm. The serv- 
ice programs promoted by The Farmer-Stock- 
man of the past 25 years were built on close 


THE SOUTHWESTERN FARM 
MARKET IS MADE UP OF FOLK 
WHO ARE NOT MERELY SATIS.- 
FIED BUT ARE ENTHUSIASTIC 
ABOUT THEIR CHOSEN PRO. 
FESSION. THE FARMER-STOCK.- 
MAN HAS BEEN AN IMPOR. 
TANT FACTOR IN SHOWING 
THEM HOW TO LIVE 


/ 


ee 


* 
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living with farm folk. We knew what they 
wanted and needed. We worked with them to 
get those things—no cross-purposes here. Team- 
work with our readers was the result. 


N this wise we helped to set up the Cotton 
Growers Association, the Livestock Market- 
ing Association and the National Credit Cor- 
poration—a life-saver for the stockman. 


In like manner we have conducted a gar- 
dening and canning contest for 11 years, pro- 
moted soil conservation, helped to lower taxes, 
worked out problems of renters and tenants and 
wrote farm contracts which became the basis 
of renting in the Southwest. 


This is the only way we know to edit a 
farm paper. It’s not the easy way, but it results 
in a farm paper that is looked for and read be- 
cause it deals with things as they are right now, 
the things that farmers talk about and worry 
over. And, since that is the kind of paper that 
our readers call for and accept, we will keep 
right on doing the job that way in the future. 


Editor, The Farmer-Stockman 


HE problem of the Southwestern farmer 
may change over night and the editorial 
policies of The Farmer-Stockman will always 


MARKETING PROBLEMS HAVE BEEN SOLVED 
BY THE FARMER-STOCKMAN 


keep pace with, or anticipate such changes. The 
problem of the business office of The Farmer- 
Stockman will show no such variation... will 
require no new search for a solution. Its prob- 
lem has always been that of giving advertisers 
the most effective and complete rural coverage 
possible in the Southwest. Its solution is the 
maintenance of a greater Oklahoma and Texas 
circulation than any newspaper, magazine or 
other farm paper, state, sectional or national. 


THE FARMER-STOCKMAN 


THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


COMPANY 
OKLAHOMA 


ey 


THE OKLAHOMAN AND TIMES *® MISTLETOE Express * WKY, OKLAHOMA CiTy * KVOR, COLORADO SPRINGS 
KLZ, DeENvER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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Absorbine, Jr., Now 
Famous, Was Once 
Company's ‘Orphan’ 


$500,000 Budget for 
‘40 Climaxes Steady 
Rise in Sales 


Springfield, Mass., Feb. 1 Al- 
though most people are familiar 
with Absorbine, Jr., and the power 
it wields over “‘athlete’s foot,” few 
realize that this now major product 
was once an almost forgotten infant 
in the full line of W. F. Young, Inc. 

Company executives, in announc- 
ing a $500,000 budget for Absor- 
bine, Jr., today took time out to re- 
call its obscure beginning and de- 
velopment to its present stature. 

“Father” of the product was Ab- 
sorbine, a liniment prescribed for 
horses’ spavins, lameness and 
bruises. The company was making 
and selling this product with a fair 
degree of success more than 30 
years ago to an assured if not vast 
market. 


Fate took a hand in 1911, when an | recourse to a 


l¢ % » of . —— 
foot,” and with much of the mer-| magazines and newspapers. 


The advertising agency at that time, 


article appeared in the Literary | was hoped that sufficient advertising 
Digest emphasizing the prevalence | would create a consumer demand 


of trench foot among American|that would compel druggists to 
people Appearance of the story,}stock the product. 

and its assertion that 50 per cent! The name “athlete’s foot” and a 
of the populace was troubled by| vivid copy portrayal of the danger 


this affliction, attracted widespread 
attention. 


of contagion helped the company to 
| realize its hope. 
|campaign were almost 
peony Sales soared and the plant had 
Among readers of the story was| to be expanded to meet demand. 
Harry H. Caswell, now treasurer! Sales continued to gain in the fol- 
and general manager of the com-||jowing ten years with the annual ad- 
pany. He and other company Offi- | vertising budget rising to the $100,- 
cials decided to test the side line!000 mark. In 1939 the budget totaled 
product—Absorbine, Jr.—for its ef- | $350,000: in 1939 it reached $450.- 
fectiveness in killing trench foot. |000, with copy appearing in maga- 
Return of the report stating that| zines and newspapers of both the 
Absorbine, Jr., was death to trench} United States and England. 
foot opened a vast new field for the Copy emphasizes the product’s 
company’s merchandising activity. | value both in the treatment of sore 
muscles and “athlete’s foot,” its two 
Erwin, Wasey & Jefferson, (later,| major functions. 
Erwin, 
with creation of the term, “athlete’s 


Caswell Gets an Idea 


continue along similar lines in 


chandising and_ ingenuity which| J. 


gave the product its initial boost. | the agency. 


First Budget $10,000 stag 


One of the first moves was an ad- iT. MacMechan Elected 


vertising campaign, although the 7 t ' ver 
budget was but $10,000, or one fif- Thomas ; MacMechan has been 
elected vice-president of Poly- 


tieth of the sum announced today. : - 

| graphic Company of America, New 
The problem was to gain wide dis- | York. He will continue to take 
tribution for the product without | charge of sales in New England, 
vast sales staff. It| with resident office in Boston. 


* * * * 


* * * * * * * * 


Dealer Influence 


fluence does two things 


A MAGAZINE with dealer in- 


reaches many dealers and 


many consumer prospects for the goods advertised. 


Right? Then consider the dealer influence 
chandising value if you wish 


or mer- 
of Popular Mechanics 


for any goods men buy or have a hand in buying. 


Take automotive products 
tail light. A check among dealers in four 
big cities showed 43% reading Popular 
Mechanics. A check among dealers in 
with only 84% 
reading any magazine. That’s dealer cir- 
culation. And 882°; of the more than 
half a million subscribers and newsstand 


small cities showed 630% 


buyers own cars, with 23°) owning more 
than one, and they buy new cars at 2! 
times the national rate. That’s consumer 
circulation. This combination of dealer 
and customer circulation gives dealer in- 
fluence at a most economic figure. 

In the sports field, an advertiser reports 
not only high consumer response, but two- 
thirds as many dealer inquiries from Pop- 
ular Mechanics as come from the top trade 


journal. 


from spot to One more in the home utility field. 
This manufacturer in his Popular 
Mechancis advertising invites dealers to 
write. Among those who did was one who 
ordered, and paid for, over $50,000 worth 
of merchandise. That’s the kind of dealer 
influence advertisers look for. 

In any plan for selling goods or service 
direct, Popular Mechanics comes quickly to 
mind. Inany plan for selling through dealers 
it should come to mind just as quickly. It 
did, in 1939, with 177 advertisers who sell 
through retail outlets. That’s more than 
twice as many general advertisers as used 
the magazine five years ago. When aiming 
for sales at low cost use Popular Mechan. 
ics. You can tell your sales story to a re- 
sponsive market with buying means at less 
than $1.50 per page per thousand. 


POPULAR/ j¥eCHANICS 


200 East Ontario Street, Chicago, Illinois * New York © Detroit « Columbus 


Returns from the | 
instantane- | 


' Mer The 1940 cam-)| 
Wasey & Co.) is credited | paign, it was reported today, will | 


Walter Thompson Company is}. 


| 


INFANT NO LONGER 


HEM SCOR CHING FA veMErTS 


ATHLETES FOOT GtOms 


DRENCH THEM AT ONCE! 


| ae 
| s 
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f ABSORBINE Jr. n= 


Ane Owes 


Robbins Named — 
Head of General 
Foods Sales Unit 


New York, Feb. 1.—William M 
Robbins, formerly vice-president 
and national sales manager of Gen- 
eral Foods Sales Company, has been 
elected president. He _ succeed 
Austin S. Iglehart, executive vice- 
president of General Foods Cor- 
poration, who will continue as 
director of both companies and hold 
final responsibility for all market- 
ing activities. 

A series of other shifts and pro- 
motions, affecting the field person- 
nel as well as the executive staff, 
were also disclosed today. Ralph 
Starr Butler, formerly a vice-presi- 
dent of the sales company, has been 
named executive vice-president and 
will continue as a vice-president of 
the corporation. 

Charles G. Mortimer, Jr., vice- 
president and advertising manage) 
of the sales company, will continue 
in that capacity and supervise al! 
advertising activities of Genera! 
Foods as general advertising man- 
ager. 

Mr. Robbins’ successor as national] 
sales manager is Henry W. Sand- 
berg, formerly central division sales 
manager. He has also been elected 


Dramatic, un-squeamish copy of the type 
pictured here along with the well known 
phrase, "athlete's foot,’ have been vital 
factors in the merchandising and adver- 
tising of Absorbine, Jr., a product that 
| was once the company “orphan.” 


Nestle’s Opens 
Drive on Nescafe, 
New ‘Quick Coffee’ 


(Continued from Page 1) 

is attributed to the presence of car- 
|bohydrates in the ground coffee, 
which are said to act as a protective 
agent. When hot water is added, 
}the carbohydrates are dissolved and 
the flavor released. 

Speed, simplicity and economy 
|are the principal points stressed by 
Nestle for its new product. It is 
also suggested that varying prefer- 
;ences of individuals as to the 
strength of their coffee can best be 
; met by individual preparation of the 
drink. Nescafe comes in a brown 
and buff can in two sizes, 
39 cents. In the introductory offer 
the smaller can is given away with 
ithe larger size. Leon Livingston 
Advertising Agency, San Francisco, 
handles the account. 


‘Rutledge Joins 
First Three Markets 


Frank E. Rutledge, who has been 
on the Chicago staff of the New 
York News for a year, has returned 
to New York to represent the First 
| Three Markets Group. He has been 
with the News for eight years. 

Mr. Rutledge’s Chicago post has 
been taken by Victor H. Baumgart- 
ner, who has been contacting the 
News’ Western accounts in New 
York. 


15 and | 


a vice-president of the sales com- 
|pany. Charles A. Kolb, formerly 
| Pittsburgh sales manager, succeeds 
|Mr. Sandberg. 


Lynn Baker Company 
Bows as New Agency 


Lynn Baker, whose resignation 
from an executive post with Lord 
|& Thomas, New York, became ef- 
fective Jan. 15, has opened his own 
agency. Headquarters of Lynn 
Baker Company have been estab- 
lished at 60 East 42nd street, New 
| York. 

Before joining Lord & Thomas 
Mr. Baker was vice-president in 
charge of Pacific Coast activities of 
|J. Walter Thompson Company and 
in charge of new business activi- 
ties for Thompson in New York. 


Two Name Waters 

| Freedman-Roedelheim Company, 
| Philadelphia, has appointed Norman 
|D. Waters & Associates, New York, 
'to direct advertising of its new 
men’s sportswear division. Business 
| papers and dealer helps will supple- 
ment national advertising in Es- 
quire. The agency has also been 
,appointed by Shepherd Knitwear, 
|Inc., New York, to handle merchan- 
dising of its True-to-Type bathing 
suits. A national campaign is 
being planned. 


Edward Tompkins Named 


Edward Tompkins, a member of 
the copy department of Cecil & 
Presbrey, New York, has been ap- 
pointed manager of the agency’ 
radio department. For the past tw: 
years he has been in Brazil as man- 
|ager of the Campanhia Nacional de 
|Machinas Comerciaes. He succeeds 
Henry Souvaine, who continues to 
direct all radio programs for the 
agency and also heads his own radio 
production organization. 


High 
Four Colo 


a oy 


Speed 
r Printing 


SEE PAGE 10 


vet 


i} , : 
6 ee Po E 
ag | 
4 Feet soaked in perspirati targets 
| ATHLETE'S £Q0T 
: Oo 2 “di 
; af an :s. ~ or. S | 
a Ms “im bi oy, a 
* SS 
, : ' 
oS Cracks between your toes are DANGER SIGNALS 
a 
OT : , » 
hcl Se See O 
ey. 4 eres ane mae tos ae oe = 2) 
ee 
rj _—_ 
. Sample | ston oem ee 
Vitara -~ Bottle 
“a | oo FREE - 
’ F 
i a : 
ie 
7 A 
> % 
ae hig 
ee 
atime | ee ~~“ 
43 
“ ee 
‘4 ron 
; 
2 an u 
| #: pe : 
ys ies 
ty F 
an Eo 
; eee aaa... 
} 3 
ee 
PS ‘ 
—! 
* * * * * * * * * * * * ¥ 
f 
a ” ey : ‘ €.. > \ | : on a 
' P a 2s « “a 5G is a a soe i Mae, Sas 2 ae > Ge Be ae es ee | ae Tagen! ee eee 
‘> ieee ie a at of ae ae. " Pf BN it | 8 raster all oak: * ~ ae ee oe x pe a ae. ¥ Fa Pig 
De 2 et Maite Pe SY fa ae OEE A See eee, amie Ned oe a Ae a 


’ = y . Ai 1 ve —s il ro 
— ; ‘ ihe rs * =% 5 ee pon ae i ow se " : it oi: be Pa a se » aos 
A pect Bae ee , ic 4. e “Se f "srk $= AG: ae Pate Pall ake we tee Sa m) a hae ita ae aa 
=" 2 ao Pee s Lee pe ag! A , y te a < - e- aa! ee ge ge ct = eae . Eset 3 


“~ 


February 5, 1940 ADVERTISING AGE 


as a ‘te Ne Y . Business activity in Phoenix, Arizona, continues on an upward trend, 
- as indicated on the latest U. S. Chamber of Commerce business map. 
Phoenix is always a bright spot! There is no business curfew! For in- 

RO aT stance, activities during the entire year ’39 pushed some increases 42% 
above 1938! And for proof — check these business indices that show 


Phcenix continues as the gold nugget of western markets— 


CHECK TRANSACTIONS BUILDING PERMITS BANK DEPOSITS 
Year 1989 ..... $508,657,385 Year 1939 ...... $3,935,539 Year 1939  ... $63,059,536 
Year 1988 ..... 487,377,057 Se Pere 2,759,361 Year 1988 ...... 60,754,558 


\ POSTAL RECEIPTS TELEPHONES WATER DEPT. ACCOUNTS 
Year 1939 ..... $719,263.72 Peak number 1939 .. .22,040 Peak number 1939 .. .15,769 
Year 1938 ...... 705,503.24 Peak number 1938 .. 20,509 Peak number 1938 ... 15,033 


If you want to make sales, advertise where sales are being made! 


) po ARE 5¢ a) wa Li Cc DEK NOC RED ase 
ann GAZETTE © Sroancastinc ico: 


~132% AS MUCH CIRCULATION AS ALL OTHER ARIZONA DAILY NEWSPAPERS! The ABC of Radio In Arizona! 
BOB HALL, National Advertising Manager — Representatives—Williams, Lawrence & CresmerCo. = @ —— Representatives—Paul H. Raymer Company 


"4 Ae DICK LEWIS, General Mgr. KVo A 
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~ lf | Had Four Customers 


; With four customers to be waited on at once, any 
* smart sales girl would pick the one she knows will 
buy the most. The catch is in knowing which wi// 


buy most. 


That’s hard for the girl behind the department 


store counter to figure out, but easy for the boss. A 
breakdown of a typical Washington department 
store’s sales by income groups showed these sales 


ratios: 


For every $1.00 of sales from the top 25% of 
Washington there was only 66c in sales from 
the second 25°, of Washington; only 44c in 
sales from the third 25°, of Washington, and 


only 34c in sales from the lowest 25°%,. 


Same number of families in each group—but 
what a whale of a difference in sales dollars! Or 
perhaps it doesn’t surprise you that families who 


have the most spend the most?r 


e 

Noe Post circulation is planned to parallel sales in 
Washington. That’s one reason why The Post is 

| the paper that made the most progress in 1939 in 

: Washington department store linage. 

: The Washington Pos 


Wa r naton tlome Morning Newspaper 


Osborn, Scolaro, Meeker & Co. 


Annual Road Show 
Draws Attendance 
of Over 50,000 


Chicago, Feb. 2.—With more than 
50,000 in attendance, the Road 
Show, held under the auspices of 
the American Road Builders’ Asso- 
ciation, ended here today at the In- 
ternational Amphitheater. Described 
as the greatest industrial show in 
the world, it presented exhibits of 
the leading manufacturers of road 
construction equipment and mate- 
rials. 

The growing importance of the 
Diesel engine was stressed in the 
exhibits. The Diesel Engine Divi- 
sion of General Motors Sales Cor- 
poration had one of the largest and 
most interesting exhibits, featuring 
sound films and color demonstra- 
tions of the operation of its equip- 
ment. Other leading builders of 
Diesels, such as Cummins Engine, 
Caterpillar and Waukesha, were 
also strongly in evidence. 

Many of the huge machines used 
in road construction were shown in 
actual operation. Cleveland Trac- 
tor Company led in employment of 
sex appeal, with several beautiful 
girls attired in Scotch kilties spot- 
lighting their principal offerings. 


George D. Close, ™ 


Road Expenditures Increase 


Engineering News-Record an- 
nounced during the show that its 
survey of highway expenditures for 
_ 1940 showed a prospective increase 
|of 6 per cent over 1939, in spite of 
|reduced federal expenditures. The 
total spent last year was $719,646,- 
| 000. 
| A series of radio broadcasts over 
| Station WIND by Roads and Streets 
|in behalf of the industry was par- 
ticipated in by leading advertising 
|and marketing executives attending 
the show. Opposition to diversion 
|of gasoline taxes from road building 
and maintenance was opposed in 
| these radio talks, as well as the 
| necessity of stressing the safety fac- 
|tor in road construction. 


Many Go on the Air 


Among those appearing on the 
broadcasts were Frank O. Wyse, 
Bucyrus-Erie Company, South 
Milwaukee, Wis.; E. J. Goes, Koeh- 
ring Corporation, Milwaukee; D. C. 
Grove, Blaw-Knox Company, Pitts- 
burgh; E. E. Christena, J. D. Adams 
\Company, Indianapolis; Howard 
| Barrows, Austin-Western Road Ma- 
chinery Company, Aurora, Il.; Lion 
Gardiner, Jaeger Machine Com- 
|pany, Columbus, O.; Al Roof, Re- 
public Steel Corporation, Cleveland; 
Chauncey Smythe, Thew Shovel 
Company, Lorain, O.; Henry 
Schramm, Schramm, Inec., West 
Chester, Pa.; Floyd Maybe, Uni- 
versal Atlas Cement Company, New 
York; Walter Spindler, Armco 
Drainage Products Association, 
Middletown, O., and David Buttles, 
Cummins Engine Company, Colum- 
bus, Ind. 


—— 


Third Annual Devoe 
Art Contest Announced 


Forty cash prizes amounting to 
$2,000 will be awarded in the third 
annual Devoe art contest sponsored 
by Devoe & Raynolds Company 
New York. Entrants in the contest 
will submit cover designs for one of 
the following: American Home, 
Collier’s, Fortune, The New Yorker 
and Woman’s Home Companion. 

The contest is open to all artists 
in the United States, whether pro- 
fessionals, amateurs or students, 
and closes April 30. There is no 
entry fee and entry blanks may be 
obtained at local art stores through- 
out the country or by writing to the 
company. 


B&O Promotes 
Meuse and Stotler 


W. G. Brown, passenger traffic 
manager, Baltimore & Ohio Rail- 
road, has announced appointment of 
William E. Meuse as assistant gen- 
eral passenger agent in charge of 
solicitation for the B & O and Alton 
Railroad, with offices in Chicago. 
Mr. Meuse conceived the idea of 
the Chesapeake Bay fishing excur- 
sion last July when Chicago fisher- 
men enjoyed this four-day excur- 
sion. He has been assistant to Mr. 
Brown. 

W. C. Stotler, who has been as- 
sistant general passenger agent, has 
been appointed general passenger 
agent in Pittsburgh. 


Cutty Sark Promoted 
in Newspaper Drive 

Buckingham Corporation, New 
York, has resumed newspaper ad- 
vertising for Cutty Sark Scotch 
whiskey with a campaign scheduled 
until July. Large space insertions 
will appear twice weekly in five 
New York newspapers and in the 
Westchester Group along with si- 
multaneous campaigns in 12 other 
major markets. 

New point-of-sale display ma- 
terial, featuring the clipper ship, 
Cutty Sark, will supplement news- 
paper copy. McCann-Erickson, New 
York, is the agency. 


Issues Newspaper Film 


The Society for Visual Education, 
Inc., New York, has released a slide 
film entitled, ““The Newspaper as an 
Advertising Medium.” Intended to 
be used primarily by educational 
institutions, the material was taken 
from “The Keys to Everytown,” a 
sales presentation of the Bureau of 
Advertising, American Newspaper 
Publishers Association. 


Two to Jasper, Lynch 

Identification Plate & Machine 
Company and Concord Galleries, 
both of New York, have appointed 
Jasper, Lynch & Fishel, New York, 
to direct their accounts. Business 
papers and mail order publications 
will be used for the first account 
and metropolitan, Westchester, New 
Jersey and Connecticut newspapers 
for the second. 


Rohn Joins Ellis Agency 


Edward J. Rohn, formerly with 


Compton Advertising, New “York, 
has joined the media department of 


|\Sherman K. Ellis & Co., New York. 
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High Speed 
Four Color Printing 


SEE PAGE 10 
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47.7 % ar: 


HE year just ended was the greatest 

in Fawcett history! FAWCETT WOMEN’S 
GROUP has closed 1939 with a record 
breaking high in revenue—the greatest 
gains over 1938 by many times in our 
entire field. 


We've maintained our circulation guar- 
antees. We've delivered liberally beyond 


* 


CG “C583 u/s those guarantees—an advertiser using 


| *4 Ay 


a ae y~ nine insertions during 1939 rolled up a 
R/ 4 ay / uw re 909% UP! Fawcett bonus of 457,416 copies!! 
a We've still further increased the quality 


- : PUN E- Mb 3% OP/ of our circulation with the highest per- 
o “a centage of voluntary newsstand sales in 
| our history—93.8% according to A.B.C. 


statements for the first 9 months of 1939. 


ber May -= 6.7 Be’ 
- as 
na 


; 29. & Fowr’ And we enter 1940 with substantial 


m - Us revenue gains for January, February and 


March over the corresponding months 


of 1939—themselves record breakers!! 
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TRUE CONFESSIONS ROMANTIC STORY 
MOVIE STORY MOTION PICTURE 
SCREEN LIFE HOLLYWOOD 
: FAWCETT PUBLICATIONS ¢ INC 


NEW YORK) e CHICAGO’ e« LOS ANGELES . SAN FRANCISCO 
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Harper Offers 
Trade-in Allowance 
on Old Model Books 


Creates Replacement 
Market on New Edit- 
ion of "Inside Europe" 


New York, Feb. 1.—Setting a 
precedent that may have far-reach- 
ing effects in the book publishing 
field, Harper & Brothers today dis- 
closed details of a new merchandis- 
ing plan for its perennial best seller, 
“Inside Europe,” written by John 
Gunther. 

“Inside Europe” has already been 
revised several times in order that} 
purchasers might be brought up to 
date on events transpiring since 
initial appearance of the book in 
1936. Each edition has been offered 
at the established price of $3.50. 

The new 1940 war edition, how- 


| copy 


ever, is to be sold on a trade-in 
basis. Owners of previous editions 
will be given a 50-cent allowance 
on purchase of the new volume, a 
plan exactly like that used in the 
automotive, appliance and _ other 
fields. 

Advertising for the new edition 
will devote nearly as much attention 
to the new plan as it will to the 
revised book. The deal was an- 
nounced to the trade with a spread 
in Publishers’ Weekly. A full page 
will appear in the book review sec- 
tion of the New York Times Feb. 
11, probably followed by newspaper 
in other cities. Direct mail is 
also being employed to promote the 
plan among booksellers. The latter, 
after accepting ‘trade-ins,’ may 
either offer them for sale or return 
them to Harpers for credit. 


Sales Total 500,000 


The new plan is_ particularly 
adaptable to “Inside Europe,” inas- 
much as 500,000 copies of previous 
editions have already been sold. It 
has been a steady best seller in 
England, and has been translated 
into many languages. The war edi- 
tion totals about 265,000 words as 


| 


compared with 175,000 in the orig- 


inal version. About 10,000 words 
have been deleted, with 100,000 
added. 

New material is designed to 


bring the reader up to date on 
major events of recent months in- 
cluding the Russian-Finnish war. 

Denhard, Pfeiffer and Wells 
Harper’s agency 


> 


Combination Sale 

for Reading Papers 
Following acquisition of the Read- 

ing Times, morning paper, by the 

Reading Eagle, evening and Sunday, 

effective Jan. 27, 

papers will be sold on a combination 


basis. The new general daily rate 
is 20 cents a line, compared with 


the former rate of 15 cents for the 
Eagle and 12 cents for the Times. 
The Sunday rate remains at 13 
cents. 

Kelly-Smith Company is national 


| representative for the two papers. 


Start Carey & Franklin 
Clarence B. Carey and Wade R. 
Franklin, former Chicago newsmen, 


have organized Carey & Franklin, 


public relations counsel, located at 
205 West Wacker drive. 


(No engravings 


Announces 


THE CROWELL-COLLIER PUBLISHING COMPANY 


GRAVURE PRINTING 


In black, two or four colors 


COLLIER’S 


At substantial savings 


in four-color gravure) 


| 
THOMAS H. BECK, 
President 


—available now to advertisers in 


THE AMERICAN MAGAZINE 


WOMAN'S HOME COMPANION 


no impost for bleed 


Present capacity limited. Particulars on request. 


space in the two| 


———< 


NOW IT'S A TRADE-IN DEAL ON BOOKS 


new 1940-4M/at evrrion 


OF “THE BOOK THAT KEEPS PACE WITH HISTORY” 


Again brought completely up-to-date. The most complete revision 
Gunther has ever made. Entirely reset. Brand-new material on Europe's 


| 


FRE ts the one indispensable book for 
everyone who wants to understand 
the men and events behind the hesdiines 
... the book Walter Duranty calls “the best 
book about Europe anyone ever wrote” . . 
again brought comprehensively up to-the- 
minute! The new 1940-War Edition gives 
you the complete pigture of the European 
situation from the early Thirties right up to 
the present events, personalities, hack 
ground, everything you want and need to 
know. Included is a description of the 
events from the capitulation at Munich to 
the outbreak of the war, and from the out 


| break of war to date. There is new material after beiow 


, 
_ 


| e 

I TRADE-IN Sere 
J insi ope \ 3 
| e» 7 ™ } 


met ee 


rulers. And you can trade-in your old edition! 


on Churchill, Daladicr, Hore Belisha, the 
new Pope, the attack on Poland, the Russo- 
German pact, the invasion of Finland, et: 
90,000 words have been added since the 
book was first published. 


Over half-a-million people own « 
INSIDE EUROPE. It is « steady best seller 
in England, ha« been translated 
languages and has been distributed by the 
Book-of-the-Manth Club NOW owners of 
any American edition car trade therm im 
and receive a liberal allowance on the pur 
chase of the new 1940-War Edition. See 


tons 
beat seller 


INSID 


An innovation in book merchandising is introduced by 
allowing a discount when old editions of "Inside Europe” 


opees of 


inte many 


to kno 


e Withers 
the U 8. reatthis he 


temel all hate of the “Beet Boake” of + 


ASIA 


Harper & Brothers, in 
are traded in for new. 


we 
$350 


Longines Boosts 
Budget as Watch 
Sales Move Up 


New York, Jan. 30.—A trend to- 
ward increased public purchasing of 
higher priced watches, reflected in 
a sales spurt of 55 per cent during 
1939, and a resultant increase in 
the use of all media during the pres- 
ent year, were highlights of the 
|reports presented to the sales con- 
| ference of lLongines-Wittnauer 
Watch Company by officials of the 
company. 
| According to M. Fred Cartoun, 


vice-president in charge of sales, 
current promotion marks an all- 
time record for Longines, with 


$500,000 earmarked for advertising 
this year, about 40 per cent over 
last year’s total. Most of the in- 
| crease will be applied to securing 
|greater frequency of radio an- 
| nouncements. 

The magazine list in which Lon- 
gines copy appears will be increased 
|to about 15 through the addition of 
|Collier’s and The Saturday Evening 
| Post this year. A new appeal will 
grace the watch company’s copy, 
| but the nature of it is being care- 
\fully guarded pending the start of 
| the campaign in March. Arthur 
| Rosenberg is the agency. 


Receive Annual Awards 

Parfum Schiaparelli, Inc., New 
York, has been presented the 1939 
award given by Toilet Requisites 
for the best packaging; Elizabeth 
Arden, New York, for the best ad- 
| vertising; and Revlon Nail Enamel 
Corporation, New York, for the best 
|merchandising policy. A fourth 
award, for the best promotion, was 
;not made this year because the 
|judges decided that no event was 
| sufficiently outstanding. 


To Columbia Recording 
Patrick Dolan, formerly in the 
publicity department of the Colum- 
bia Broadcasting System, has been 
appointed sales promotion director 
|}of Columbia Recording Corporation, 
Bridgeport, Conn., CBS subsidiary. 
He succeeds Ralph Linder, resigned 


Name Simons-Michelson 

Peninsular Paint & Varnish Com- 
| pany and Universal Cooler Corpo- 
ration have appointed Simons- 
Michelson Company as their agen- 
cy. All are located in Detroit 


Kielty to Jam Handy 


John J. Kielty, formerly with 
Film Laboratories, Inc., Chicago, 
has joined the Jam Handy Organi- 
zation, Detroit, as script writer. 


HOW TO INCRE 
YOUR SALES 


wolf 


Read About the Experiences 
of Advertisers Who Have 
Increased Sales with This 
New Premium Technique 


A sure and quick method to in- 
crease sales is to offer housewives 
smartly styled costume jewelry pre- 
miums—at good values. 

Our company has worked with 
advertising agencies and their 
clients planning and developing suc- 
cessful jewelry premium promo 
tions. Satisfied clients have indi- 
vidually received sales increases as 
high as 104°;,—more than ten mi! 
lion boxtops and coins have been 
received by advertisers using jewe!- 
ry premiums 

Our client X, manufacturing 
nationally advertised household 
cleanser, during a 25c jewelry pr 

motion received returns in 
|figures; another client received 
more than 35,000 boxtops and coin 
in one day alone 

Our proved and invaluable e 
perience in this field is offered t 
manufacturers and agencies wh 
recognize premium potentialiti 
No charge for this service. 


Ostlhy,+ Barton G. 


Manufacturing Jewelers 
1. @ Branches 
Angeles, Chicage 


Providence, R 
New York, Las 


| 
Osthy & Barton ¢ Dept. 1 
| 118 KRiehmond St rovidence, K 
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@ During 1939, The Philadelphia Inquirer 
again led all other Philadelphia news- 
papers in volume of advertising published 
... first in retail, first in national, first in 
classified, first in total advertising. 


INQUIRER + « 15,1 06,437 AGATE LINES 
Bulletin... . 11,963,382 scare unes 
E. Ledger ... 9,860,264 scare ines 
Record ..... 9,097,189 scare umes 


«ol NE Treen + 
Cis aes 
y : a 
INQUIRER Bulletin 


ee, ee 
iat 


| | @® During 1939, The Inquirer achieved a 
larger advertising gain than any other 
Philadelphia newspaper... and one of the 

greatest gains in the entire United States. 


INQUIRER ..... 1,401,945 cain 
Bulletin ....... 1,133,707 cain 
E. Ledger....... 258,281 v0ss 
Record ........ 567,934 toss 


(Official Media Records. Inc. Statistics) 


newspaper and 


Philadelphia’s 17 / * int 
& 
<. 


e medium ic Ne 
greatest selling medium is . . > ¥". 


Che Philadelphia Inquirer 
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Advertising Good Will 


The Cudahy Packing Company, 
famous not only as a leading meat 
packing house, but also as the pro- 
ducer of Old Dutch 
adjusting its capital structure. 
of the change will be accomplished 
by the elimination of an item of 
$750,000 which has been carried on 
the statement as advertising good 
will. 

We believe that the proposed 
change is in line with conservative 
accounting practice and will meet 
with general approval. 
good will represented in the name 


cleanser, 1s 


Old Dutch cleanser and the other 
advertised brands under’ which 
Cudahy markets its products is 


undoubtedly great, it is an intan- 
gible asset whose value is too vari- 
able to be set up in a fixed form 
Advertising men are _ familiar 
with the great accretions of value 
which good products accompanied 
by good advertising have experi- 
enced. When the Dodge Brothers 
automobile business was sold, a 
large part of the selling price rep- 
resented not plants, machinery and 
other physical assets, but the good 
will of the name. Advertising had 
undoubtedly played an important 
réle in establishing it high among 
the leaders in the automotive world. 
Good will in general, however, is 
simply an indication of the earning 


power of a successful going busi-| 


Part | 


While the | 


jness. It reflects not merely ad- 
vertising values, but all of the 
other intangibles included in good 
management, sound policies, a suc- 
cessful distribution 
‘ganization and accumulated public 
favor for a worthy product. With- 
out all of these things, advertising 
lalone could not produce good will 
lof any great value. 

| On the hand, it is sound 
| business practice to consider adver- 
| tising not as an investment, to be 
shown on the 
| permanent asset, but as a current 
|}operating expense. Thus good will 
and the other intangible benefits of 
advertising become a plus, to be 
|}reckoned with in 
value of the business, but not car- 


and sales or- 


other 


balance sheet as a 


ried in financial statements at more | 


‘than a nominal figure. 

Another advantage of such a plan 
‘is to bring advertising activities 
'down to earth as a producer of 
‘sales. Practical advertising execu- 
tives know that their work will 
benefit the business through the de- 
velopment of public good will, but 


|they are much more concerned that | 


‘their promotion programs 
|home the bacon in 
| creased business reflected in current 
| sales operations. That is the safe 
}and sane procedure in considering 
ithe value and_e effectiveness of 
advertising expenditures. 


Researching Direct Mail 


It’s an interesting fact that with 
all the readership surveys and other 
techniques for measuring the value 
of publication advertising now in 
vogue, little has been done to 
study direct from the stand- 
point of readership. Considering 
the huge expenditures for this type 
of promotion, it is evident that 
here is a great field for study still 
to be explored 

Most direct 
considered from 
immediate 


mall 


mail campaigns are 
returns. This is 
no doubt a good practical measure- 


direct 


category has for its purpose the de- 
velopment of inquiries. 
But other values 
involved, measurement of 
and general effec- 
tiveness would be most helpful in 
planning further efforts in the same 
field 

A large 


orders or 
there 
actual 
interest 


since are 


reader 


manufacturer who has 
been bombarding a certain industry 
by mail for a number of years with- 
out much direct result recently de- 


the standpoint of | 


cided to survey the market and find 
out how his efforts had been re- 
ceived. In most any 
from the direct mail effort is taken 
through the that the 
advertiser has not been in a position 
to measure results 

agency arranged for 
with personal 
who had 


cases 
jobber, so 


The advertising 
a field survey, 
calls on the buyers 
received the series of 
mailing pieces over a 
period. 
The 


considerable 


report which the advertiser 


received covered such questions as | 
| whether the material had been re- 
ment, since most advertising in this} 


ceived, whether it had been kept, 
and whether any of the advertised 
products had been bought through 
the jobber In a high percentage 
of cases the replies were favorable, 


indicating that the direct mail 
effort had been successful. At the 
jsame time there were comments 


and suggestions regarding its char- 
acter and contents which will be 
useful to this advertiser in laying 
out a more productive direct mail 


program for 1940 


E. KEBBY, Secretary | 


determining the | 


bring | 
terms of in-| 


action | 


} 


SMOKING IS SERIOUS BUSINESS IN GOTHAM 


| 
- Robert Day in The New Yorker 

“They bought a pack of cigarettes in New Jersey.’ 
Ad-libbi | 

-li ing 
eee meme on nemo re re at 
Honest Advertiser a new vision of this mutual self- 
The most famous man in Ali- help program. I urge Wisconsin 
citizens to avail themselves of the 


Pucci, better known as Joe. A 
couple of weeks ago Joe was just 


| With Profound Gratitude... 


1, Graseppe Pucer wish to 
thank those hated below 
for so generoady and 
kindly giving me money 
with winch to bey food 
when | was hamgry Since 
1936 they have omselbsh 
ly helped me when | was 


in nerd 


GHUSEPPE PUCCI 

| have repaid them the money, bat | com wewer repay the kind 
ore they have chown =| wish alee te thaak all the Croation 
Serbian, Italien and Poliuch persons whe have helped me 

if | failed te remember say person to whom | am indebted. | 
arge bem to remud me, for the oversight was unwtentional 


| thamk all these people of Aliquippa for trusting mr 


| | a ee ot Woe tans Pad ‘ 
| fewest iden © : 
Vetter Me re wert ot Pat totes Wye 
| Mr Morrie O68 Preekn te tow « t2 te . 
| ” Pre ' ews a w 
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‘ 
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. Seas 0 Behe 


an unemployed steel worker named 
| Joe, with debts aggregating $322, 
ranging from a dime to $50, and 
just about as much repelling power 


}on friends and acquaintances as 
any man in Aliquippa. Now, 
thanks to the National Labor Re- 


lations Board and his own honesty, 
Joe is considerably more than a 
hero—he’'s a phenomenon. 

The other day the NLRB decided 
that Jones & Laughlin owed Joe 
$1,624.43 for back pay and “labor 
discrimination” and a few other 
things that weren't too clear to 
Joe. But he got the money—more 
than he'd ever had before, and he 
did two things: he went from house 
to house and store to store and paid 
up every debt he owed. Then he 
walked into the office of the Ali- 
quippa Gazette and bought an ad. 
Joe didn’t write the ad, but he told 
them what he wanted to sav “ 
want you should say thanks. to 
these people and to God,” he said. 
“I’m square to everybody 
These people tel! 
you need money again, we going to 
give it But I hope to God 
I never need it anymore.” 

’ 


Yesiree. 


me, ‘Sometime 


to you.’ 


Strange Statements 


It seems impossible these days 
to discover which way the wind 
will be blowing next, and equally 


impossible to forecast the vagaries 
of human behavior. Thus, while the 
dither over the consumer move- 
ment and its alleged handmaiden. 
consumer cooperation, have us all 
steamed up, along comes very con- 
servative Julius P. Heil 
of Wisconsin with a proclamation of 
Wisconsin Cooperative Week Feb. 
26 to March 2, and a huzzah for 
the benefits of cooperation 

“During this time let us 
100 years of working 
says his proclamation 


Governo! 


review 
together,” 
“Let us gain 


quippa, Pa., these days is Giuseppe | 


opportunities provided during these 
six days of special radio programs 
and other educational features to 


jlearn more of the history and pos-'! 
|sibilities of 


cooperation Let us 
strive at this time to acquire a 
broader and truer conception of co- 
operation.” 


Of course the governor is refer- 
ring primarily to farmer coopera- 
tives, but it sounds rather funny 


anyhow, doesn't it? 


Jottings 


We learn from an editorial re- 
lease that Don Lovelace of Bald- 
win National Bank and Trust Com- 


| pany, Baldwin, L. I., told the Young 


Printing Executives Club “How a 
Printer Can Get the Most Out of 
His Banker.” How about explain- 
ing it over again for our benefit, 
Don? 

Quick on the pick-up is Thos. 
McGee & Sons, Kansas City insur- 
ance broker. When a client’s home 
burned recently, the next day’s 
paper carried a two-column adver- 
tisement with news head reading, 
“$30,000 Fire Yesterday Morning in 
20-Room Home Arthur Guettel 
Not Worried. Full Insurance Cov- 
erage.” 

Hygrade Sylvania gets new em- 
ployes in the proper frame of mind 
by giving them a little booklet 
called, “Introducing the Company 
to You,” in which pictures and text 
give a comprehensive review of 
the company’s operations, history, 
rules, etc... 

Break of the month: 
Vancouver, B. C., put cards on the 
fronts of local street cars advertis- 
ing its $1,000 accident policy for 
readers. The very next morning 
two met head on, the first 
street accident in The 
only portion of one car not demol- 
ished was that covered by the Sun’s 
insurance advertisement. 

Chicago Flexible Shaft Company, 
which makes sheep shearing equip- 
ment in addition to its more widels 
known line of Sunbeam appliance s, 
has acquired the gilded 
statue of “Napoleon Bonaparte,” 
prize Merino ram of Napoleon III, 
which made in 1859 by Jules 
Moigniez It was exhibited at the 
International Livestock Show in 
Chicago, and will hereafter 
the company’s lobby 

American Type Founders, Inc.. 
has done a handsome job of reprint- 
ing “The Oath of a Free-man,” al- 
leged to be the first piece of print- 
ing to be produced in what is now 
the United States. The reprint was 
produced in celebration of the 300th 
anniversary of printing in colonial 


The Sun, 


cars 


car yvears. 


bronze 


was 


grace 


America. and copies, we are told, 
are available for the asking. 
Interesting ad for T. E. Ahern 


Company of Fond du Lac, Wis., re- 
ports a conversation in which the 
store manager and a_ customer 
thumb through the ads in a current 
SEP and check off those whose 
me: chanedise the store handles 


es 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agenc, 
|executive writing on his business 
| letterhead. 


No. 1589. 
ing Too. 
This booklet, issued by Sweet 
Catalog Service, shows the diff 
ence between sales promotion a: 
buying promotion, defining the la: 
ter and showing the position it o 
/cupies in industrial marketing. 
describes means of organizing and 
coordinating buying information, 


And Promote Bu)- 


|No. 1584. How Big Business Buys 

Its Passenger Transportation. 
| This study, issued by The Traffic 
World, shows the manner in which 
| traffic departments of industria! 
and commercial concerns buy pas- 
senger transportation for company 
departments and employes. The 
| scope of the influence held by traf- 
fic departments in the selection of 
routes and carriers, as shown in 
the survey, indicates the importance 
of this market for passenger serv- 
ices. 


No. 1585. MIBS Market Data. 
Missouri - Illinois Broadcasting 
System has issued this folder, whic! 
tabulates population and _ retail 
sales for its primary and secondary 
listening audience. A map shows 
the coverage of the area served by 
;member stations, KWK, St. Louis: 
KWOS, Jefferson City; WTAX, 
Springfield and WSOY, Decatur. 


No. 1581. Life with a Refrigerator 

This is Reader-Editor Report No 
|28, a continuation of a series on 
household equipment issued by 
Woman’s Home Companion. The 
report compiles information on th« 
refrigerators of the Companion’s 
reader - editors (the reader - group 
which functions in an _ advisory 
capacity), and shows how the re- 
frigerators are used and cared for 
and how they affect buying habits 


No. 1583. Providence Market Data 


The Providence Journal-Builetin 
has issued this data book on Rhode 
Island and the Providence market 
dealing with people, homes, income, 
manufacturing, etc. There 
breakdown of newspaper coverage, 
and a reader survey with graphs 
showing reader interest, page by 
page, for specified issues of the 
Sunday Journal and evening Bul- 
letin. 


is a 


No. 1578. Sioux Falls, a 
000 Market. 

The Sioux Falls Argus-Leader 
has issued this brochure-full of 
facts and figures, with maps and 
illustrations, on Sioux Falls and its 
trading area. It covers population 
income and sales, tabulates th 
value of manufactured products and 
farm crops and gives details on ' 
editorial features and circulatio! 
the newspaper. 


$50,000,- 


No. 1579. The 


Market Book. 

An impressive job has been 
by The American Home in 
market book which defines 
maps 94 metropolitan district 
the country and their retail 
ping areas. Each district carries 
tabulation of population, 


American H 


sales, buying power and hom 
with a _ specially prepared m4! 
which correlates the data. T) 
book is available without cars 


only to national advertisers 2° 
their advertising agencies. 


No. 1540. Every Reader a Custome’ 


In this brochure The Fam" 
Circle offers a concise but thorous* 
summary of facts on its distributio" 
merchandising services, copy ‘s* 
ing facilities and evidences of reade" 


interest. 
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etin 
ode 
rket 


me, 


age, 
aphs 


Bul- 


E bought a new auto horn that plays “O Sole 
Mio” instead of beep beep. He bought a radi- 
ator ornament, a foxtail and a windshield compass. 

But they caught up with him. He was pinched for 
driving without a car! 

We sorrow to admit it, but there’s no denying this 
bug is contagious—and lots of us catch it. There’s 
something about a shiny new gadget we just can’t 
resist—especially an advertising gadget. 

We often—too, too often—buy up those attractive 
sales accessories and sales stimulators before we’ve 
got our foundation of steady customers. 

EXAMPLE—Advertiser McWhorp has a modest ap- 


Gadgetitis.... 


propriation. He runs a third of it in the comic strips, 
pastes another third onto the billboards, and the 
rest he pipes out into the ether. But like the above 
gadgeteer, he hasn’t got anything solid—no basic 
market! 


Right you are, it’s women he wants for steady cus- 
tomers— women with working husbands, women with 
homes and children. It’s the women in America who 
do 80% of America’s buying. 


And right inside their homes he could make his 
sales headquarters. Twenty-four hours a day, twelve 
months a year, he could move in his displays of mer- 
chandise and talk to ’em eye to eye. 


ood Housekeeping 


(You can talk to a Good Housekeeping family 


for a whole year in color at 4.8¢ per family) 
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DOUBLE MONEY "HOOK" 


The old, but always good spur to action 
is being used by Boscul coffee. 


Tea Import Rise 
Spurs Industry 
Advertising Drive 


New York, Jan. 30.—Convinced 
that its consistent promotion ef- 
forts are at least partially respons- 
ible for the sizable jump in tea 
imports registered last year, The 
Tea Bureau, Inc., has started work 
on the iced tea phase of its adver- 
tising, scheduled to break in late 
spring According to government 
figures, 96,000,000 pounds of tea 
were imported in 1939, against 79,- 
000,000 the previous year War 
buying in recent months is given 
some credit for the increase 

Cartoon copy in newspapers has 
again won a prominent place on the 
bureau's schedule, with about 52 
cities slated for messages suggest- 
ing iced tea as a drink that “peps 
you up.” Johnny Weismuller has 
been chosen as the central figure 
for the copy story. Women’s maga- 
zines and outdoor posters are also 
part of the program. 


Plan Special Promotions 


Large scale merchandising ef- 
forts on all fronts will take place 
during two special weeks. With a 
four-color page in the June 30 issue 
of The American Weekly setting the 
pace, tea packers and grocers will 
push iced tea while manufacturers 
of cookies will tie in by building 
selling displays for grocers. The 
last week in July, similar merchan- 
dising cooperation will see summet 
salads and saltine crackers as part- 
ners for the iced drink William 
Esty & Co. handles the account 


Penn. Breweries Hit 


Effective Jan. 29, 11 breweries in 
Pennsylvania were ordered to sus- 
pend business for periods ranging 
from two to 20 days by the state 
liquor control board. The punish- 
ment was meted out for alleged 
violation of the trade practice pro- 
visions of the malt beverage law 
A saving clause, however, permit- 
ted the breweries to pay fines of 
$100 per day in lieu of closing 


A growing 
station in a 
growing market 


—Baltimore! 


Boscul Coffee 
Latest to Use 
Money-Back Copy 


Camder, N. J., Jan. 31.—William 
S. Scull Company, which recently 
launched a newspaper campaign in 
four states to promote Boscul as 
“the coffee that tastes as good as it 
smells,” will feature a “double- 


ing March 16. 

Six-hundred line copy promoting 
the offer will appear in 24 news- 
papers in Pennsylvania, New York, 
Maryland and Ohio. The guarantee 


| will be given headline prominence, 


| Boston Ice 
| ¢ . > 
| Knickerbocker Ice Company, New 


along with the assertion that “when 
you change to Boscul you change 
for good.” 

Dissatisfied purchasers of Boscul 
are offered twice its purchase price 
for returning the strip of tin which 
comes off the can when it is opened, 
along with a signed statement giving 
a reason for not preferring Boscul. 
Compton Advertising, New York, is 
the agency. 


Names Buchanan & Co. 
3uchanan & Co., New York, has 
been appointed to direct advertising 
of the American Ice Company, New 
York, and its various divisions, 
Company, Boston; 


York, and Knickerbocker Laundry, 
Long Island City 


Urge Advertising 
for Music Week 


Advertising Managers : 4 ‘ am . 
National Piano Manufacturers Asso- |/¥Umbia Fruit Board to Tree Fry 
meeting in New York last|Utd., which has been in charg 


every dealer in the country to use| 
newspaper and radio adver- structed to present a progress re} ot 
tising during Nationa! Music Week. as the foundation for a 1940 


Hickerson Moves 
Hickerson, New York|past year, has been elected a vice- : 
agency, has moved to 110 East 42nd| president of the corporation. ‘¢ rh 

New telephone number is | has been on the staff of the pul 
Murray Hill 3-7426. 


— 


Tree Fruits, Ltd., : 
Directs Advertising 


Peak committee of Advertising of Okanagan fruit has 
Club, Been shifted from the British C 


= SS SS || 


| marketing. 


a resolution urging aa : , 
~ce| Tree Fruits, Ltd., has been 


propriation. Stewart - MclInt 


The committee, of which Joseph Ltd., Vancouver, B. C. agency — 
Seltzer, Winter & Co.. New York, is | Charge. has asked for $80.000. ne 
will 
mats and scripts 


assist by issuing —_—_——— sal 


Cousins Advances 
Eugenia M. Cousins, advertis tin 
| manager of Financial World for + 


‘cation for eight years. 


ped Joaves: 


Mos: MEN recognize a delicious meal wheQove 
it is served to them. But many of them doofexpr 
recognize the source of many of these dishepmag: 
Time after time this source is the Ladief¥he 
Home Journal working behind the mascu! hap} 
scenes in over 3 million homes. like 

The Journal helps plot menus. It in!" phor 


duces recipes. It suggests new foods. Fr a Jou 


Ladies Home 
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American Airlines 
Accents Growth of 
Winter Air Travel 


New York, Jan. 31.—The predic- 
on that winter air travel may soon 
equal and even surpass summer 

lume was made here last week 
y American Airlines in full page 
newspaper copy re-emphasizing the 
safety of travel by air. 


The same copy appeared in ten 
major cities. It was part of a con- 
tinuing campaign described by 


company spokesmen as one de- 
signed to “bring public thinking up 
to date on latest developments in 
the aviation industry.” 


Indicative of the trend toward in- 
creased travel by air during winter 
months were figures quoted by 
American on its December business 
In 1937, 17,000 passengers were car- 
ried during this month; in 1938, 28,- 
000, while December, 1939, saw 53,- 
093 take to the air. Total business 
for the current five winter months 
is expected to surpass that achieved 
in the seven summer months of 
1938. 

Copy also devoted much atten- 
tion to the safety angle, pointing 
out that American completed 99.2 
per cent of its schedules last June, 
and in December, 96.1 per cent 
Further emphasized was the fact 
that winter travel by air does not 
face the same hazards winter 


as 


travel by other means: namely, 
frozen ground and slippery, 
clogged roads. 

Current copy was. signed by 
C. R. Smith, president of the line 
Ruthrauff & Ryan is the American 


agency 


snow - 


Howatt Names Best 


Charles M. Howatt, Inc... New 
York, has appointed Frank Best & 
Co., New York, to direct promotion 
of its sporting goods Newspapers 
will be used 


Desser Joins Rankin 

Maxwell Desser, formerly with 
Baker, Gordon & Burton, New York, 
has joined William H. Rankin 
Company, New York, art 
director 


as 


Plymouth Rope to F&S&R 


Plymouth Cordage Company, 
North Plymouth, Mass., has ap- 
pointed Fuller & Smith & Ross, New 
York, to direct its account Con- 
sumer and business publications are 
being used for the company’s rope, 
binder twine and tying twine. The 
agency will also handle advertising 
Consumers Cordage Company, 
Ltd., Plymouth subsidiary in Can- 
ada. 


of 


Wetterlow with Brewery 
Godfrey Wetterlow has been ap- 
pointed advertising and sales direc- 
tor of Louis Ecker Brewing Com- 
pany, Los Angeles, succeeding J. F 


Krenkel, resigned. Mr. Wetterlow 
was formerly sales. director ot 
National Dairy Company, Phila- 
delphia. 


whe 


don 


Lishe 


adeg¥hen the Journal comes 

cull happenings are shown on these pages. If you'd 
like to see forty more like them, pick up the 

int'@Phone and call the nearest Journal office and 


Fro 


cover to cover it’s devoted to women’s interests, 
expressed in their own terms. Because it’s the 


Magazine women believe in, things happen 


out. Four such 


4 Journal representative will show them to you. 


URNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Says Enlightened 
Sales Policy Must 
Be Sold to Bosses 


New York, 30. 
business men still regard 
a nuisance 


Too 

selling a 
are content merely 
to “build a bet- 
ter mousetrap” 
leaving 
selling troubles 
to othe. Leo 
McGivena, presi- 
dent of L. E. Mc- 
Givena & Co., 
told the New 
York chapter of 
the American 
Marketing 


Jan. many 


and 


while 


Asso- 
ciation last 
week. 

The agency executive pointed out 
that the first task of 
man today to 
management to 


here 


L. E. McGivena 


the marketing 
convert 
thinking progres- 
Many products are. still 
the level 35 
years ago, whereas intelligent poli 
would have led to the estab- 
lishment lower profit) margin 
and increased mass sales 

He pointed to the automobile in 
dustry as one enlightened field in 
which success has been achieved by 


busines 


Is 


on same 


as 


ol 


creating a mass market for a prod- 
uct by constant cutting of the profit 
in order to be able to offe: 
a better bargain to purchaser: 

Mr. McGivena added that “the 
quest for the grail never stops,” for 
business men are also looking for a 
blue print or formula solution 


margin 


asia 


for all problems He mentioned 
some of the practices which have 
become popular in past years as a 
result of this constant search for a 
“cure-all.” 

The use of premiums as a sales 
stimulant, which Mr. McGivena 
pointed out has been highly suc- 
cessful in some fields, was cited as 
one example of the manner. in 
which business men rush to adopt 
some new “cure-all.” 

Merchandising was cited as an- 
other example. While admittedly 


highly effective when properly car- 


ried out, the speaker declared that 
ome companies have used mer- 
chandising as a substitute for ad- 
vertising Some merchandising 
programs are so elaborate and in- 
volved that the salesmen spend all 
of their time trying to familiarize 
themselves with their details and 


never have time to make sales 
Returning to pricing policies of 
industry, Mr. MeGivena asked why 
industries extract 
gins of hundred cent 
While numerous other more success- 
ful industries get along nicely on a 


ome profit mar- 


several pel 


margin of a few per cent He 
warned that the government might 
have to step in and regulate such 


practices unless industry 
the situation 


voluntarily 
improve 


KAUFMANN & FABRY CO. 


TELEPHONE * 


HARRISON 3135 
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Radio Strategy 
ls Called Success 


New 


night, provided’ the 
Hooper ratings in January 
shift to the 8:30 hour 


Man's 


York, Feb. 1 ‘One 
Family,” which now occupies 
second half of the hou 


the 
program 
sponsored by Standard Brands, Inc., 
over the NBC Red network Sunday 
feature of 


following 
Charlie McCarthy resulted in an in- 


crease of 11.7 in program rating 
from December to January, and a 
gain of 14.3 in the listening index. 
C. E. Hooper, Inc., explainea | 
the rating, in which “total calls” 
equals 100, went up from 16.7 per 
cent in December to 28.4 in Janu- 
ary. The listening index (all list- 
eners equal 100 per cent) jumped 
from 45.2 in December to 59.5 in 
January 
““‘One Man's Family’ not only 
attracted a larger audience,” said 
the research organization, “but in 
its new position it also more com- 


pletely dominates the air.” 


Hooper has added 


“Program 


January report shows a gain of 6.6 
in rating and 7.7 in change in per- 
centage of listeners for the Fibber 


McGee program for Johnson’s wax. 


Hooper attributes this in its “Pro- 
gram Notes” to absence of spon- 
sored network competition. The 
same reason caused — substantial 


gains in the popularity of “Ask-It- 


Basket.” Colgate - Palmolive - Peet 

Company’s Columbia program 
“Grand Central Station,’ Lam- 

bert Pharmacal Company’s CBS 


program, gained slightly in rating, 
but lost listeners in January 
as the result of the Belliena-Apos- 


some 


toli fight aired on a competitive 
network. The Firestone Concert on 
NBC also suffered in the compari- 


sons with December because West- 
ern cities formerly receiving the 
program through a_ re-broadcast 
now get it at a less favorable hour 
on the original broadcast. 

“We, the People,’ General Foods 
program, more strenuous com- 
petition in the form of du Pont and 
Bristol-Myers offers on a rival net- 
work, and its percentage of listen- 
ers dipped slightly in January. 

“The listening index,” Hooper 
explained, in no way affected 
by a increase in total 
can record a drop 


has 


“1s 
seasonal 


listening, and 


McCARTHY SHOW HURT BY 

TIME SLASH, CAB REPORTS 
New York, Feb. 2.—The recent 

|move by Standard Brands in reduc- 


|} ing the Chase & Sanborn radio show 


| featuring Charlie McCarthy from 
an hour to 30 minutes has cost that 
program its first-place ranking, ac- 
cording to the report issued today 
by the Cooperative Analysis of 
Broadcasting 

Although yielding top position to 


the Jell-O program which stars 
Jack Benny and is sponsored by 
General Foods Corporation, the 


CAB rating of the McCarthy show 
fell off less than two points as the 


result of the curtailment. General 
Foods will take a similar step in 
March by reducing its Maxwell 


House coffee show from an hour to 
30 minutes. 

The Benny show was rated at 
41.4 in the latest CAB report, with 
the McCarthy program close be- 
hind in second place at 40. Another 
noteworthy shift in the latest report 
was the climb of Lowell Thomas, 
news commentator for -Sun Oil 
Company, to a rating of 19.4. This 
represents an eight-year high foi 
this 15-minute program. 

Ratings of evening network pro- 
grams as a whole have risen sharply 
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’ Notes.” comment which helps to when, at the same time, a rise is Figure of Jockey 
Standard Brands interpret the reasons for changes in being shown in the rating. 
ratings, to its radio reports. The 


Ficure of jockey to identify Coopers’ 


underwear line. 


in recent months, which may supply 


a partial explanation 
ure of most leading 
make significant changes 
radio offerings. 


for 


the 
sponsors 


in 


fail- 
to 
their 


san @h® 
FRANCISCO 


: 125 
a MILES 
Z 
aa 


OAKLAND 


Los 


SAN DIEGANS buy MORE! 
Retail Sales per family 


National Average 


tA 


‘ 


“% 
"4 


CLO Mexico 


_}] San Diego 


_| Los Angeles 


$1407 


eee 


| Long Beach 
Ideal Test Market 


Isolated from and uninfluenced by adjacent 
markets. 

High spendable income and per capita 
purchasing power. 

Big enough for a real test of metropolitan 
reaction . . . but not big enough to 
“break’’ the budget. 

Easy to reach with just one advertising buy 

... The San Diego Union and The 

Tribune-Sun. 


“Get” this picture of busy 


SAN DIEGO 


Southern California's 2°4 Market 


An isolated city of 180,000 population 
NOT INFLUENCED by ““OQUTSIDE”’ 


* newspaper infiltration. 


Just one “buy” needed to tell 
your sales story completely - 
San Diego Union & Tribune - Sun 


Anything worth having is worth going after! 
San Diego business cannot be had as a by- 
product of other California schedules. To sell 
San Diego you must sell San Diegans! 


Here is a powerful, complete newspaper circula- 
tion which contacts practically every able-to-buy 
home in the City Retail Zone .... plus 
effective coverage in San Diego's Trading Area, 
totaling 350,000. 


FLASH! - Another $20,000,000 Navy 
contract for Consolidated Aircraft Company! 
San Diego sure is a sweet spot for 1940. 


Send for Standard Market Data Folder. 
Study this $100,000,000 opportunity ! 


epresented nationally by WEST-HOLLIDAY CO., Inc. 


New York «Chicago «Detroit «St. Louis «Seattle - Portland - San Francisco*Los Angeles 


; some 


New Symbol for 
Coopers Line 


Kenosha, Wis., Feb. 1.—‘Joc! 
a new trademark which will 
tify all men’s underwear mat 
tured by Coopers, Inc., was bri 
to life for the benefit 
attending the annual 
here. A model possessing the | 
and weight requirements 
jockey was dressed in the cok 
the Coopers imprimatur, and in: 
duced to the assemblange 
future color bearer. 

The creator of the new figurs 
Frank Hoffman, one of the ¢ 
try’s foremost artists in the de 
ation of horses and their 
Mr. Hoffman modeled his 
| from real life, ultimately produ 
a statuette one foot high. 
| Coopers has made reproduct 
lin full Sleeves and 
| stripings are red, while the trous: 
|}are the conventional white. The 
black and the boots are bla: 
with a brown band at the top. 


Will Identify Dealers 
| This statuette will be 
| to all dealers who qualify 
} sor accounts’’—who carry a repre- 
| sentative line and do a reason: 
| thorough promotion job. The figurs 
mounted on a brown base 
which the fundamental Y-front 
patent owned by Coopers is shovy 
along with the four leg lengt! 
comprising the “Jockey Underw: 
robe” currently being promoted 

The new statuette will appea: 
all national advertising, in deak 
display pieces, dealer newspap« 
mats, dealer direct mail and the 
decalcomania transfer which 
thorized dealers use on window 
counter glass. Eventually, the Jockey 
will also be seen on garment band 
and labels, and box end labels, 
although this step will be deferred 
until retailers have had time to 1 
present stocks and replenish 
the new labeled merchandise. 

Coopers has added Life to 
magazines which have been ca 
ing the company’s advertising 
time, the 


ot sale 


conven?’ 


color. 


| is 


presented 
as “sp 


IS 


others being Col- 
lier’s, Esquire and The Satu 
Evening Post. Half pages 
the standard unit. The “squirme 
theme which has been employ: 
effectively for several years \ 
renewed. The larger space will 5 
the company the opportunity 
give at least incidental mentio: 
some items in its line which 
had the benefit of nat 
advertising, such as the new Jockes 
shirt with Coopers patented Airlet 
sleeve; Jockey Bellin underwe: 
the Jockey over-knee model, J: 
underwear for children 
Jockey Underwardrobe. 
D. W. Bacon is advertising 
ager of the company. The acx 
is handled by Charles Daniel 
Company, Chicago 


never 


ana 


Cottin Moves 


Louis M. Cottin, New Yo 
vertising end sales promotior 
moved to 274 Madiscn avenue 


EXTRA MONEY! 

A Chicago firm needs a man 

for continuity or script writing 

j 


for motion pictures and film 


slides, on free-lance basis. 


Requirements: A_ thorough 
| understanding of merchand 
| ing. sales promotion, 
sales training. Previous 
| perience in films not nec 
| sary. 
In first letter state expe’ 


| ence, nationality. religion. « 

present connection, home 
dress and telephone numb 
This information will be 5 


in strict confidence. 


Box 2026 
Advertising Ag: 
Chicago, Ill. 
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‘Tt HM araw attention, all right, but will it bring people in? 


Young & Rubicam is grateful to Garrett Price 
for expressing patly something we believe an 
advertising agency should ask of every adver- 


tisement it prepares. 


YOUNG & RUBICAM, INC. 


ADVERTISING 


NEW YORK e CHICAGO « DETROIT « SAN FRANCISCO « HOLLY WOOD + MONTREAL « TORONTO 
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Health Cigar Co. inc. 


DOENICOTINIZED 
CIGARS + COGARETTOS - PIPE Tosac 


net ream me 


+ 1460sme tonne 


Too much nicotine? Copy for Sano 
cigarettes in the Journal of the AMA 
suggests that medicoes may find the 
right prescription in Sano products for 
patients who over-indulge in tobacco. 


Marketing Unit 
Is Created by 
Dairy Producers 


St. Paul, Jan. 31.—With formation 
of the American Dairy Association 
here last week, the long-deferred 
national advertising campaign of 
producers in the dairy field will 
shortly become a reality. The asso- 
ciation will establish headquarters 
in Chicago, in charge of a market- 
ing expert yet to be chosen. Selec- 


tion of an advertising agency and | 


detailed campaign plans will await 
appointment of this executive, as 
well as word that the ten states 
participating have adopted a financ- 
ing plan. 

Minnesota, Iowa and Washington 
dairy producers have already filled 
their war chests through voluntary 
assessments, based on about one 
cent for every 20 pounds of butter- 
fat. The other seven states are ex- 
pected to adopt some variation of 
this idea. Montana, Kansas, Cali- 
fornia, Illinois, North and South 
Dakota and Wisconsin are the other 
states interested. 

Dan T. Carlson, Willmar, Minn., 
and president of the Minnesota 
Dairy Industries Committee, was 
elected president of the American 
Dairy Association, pending its in- 
corporation in Illinois. Virtually 
every national milk organization in 
the United States is enrolled in the 
membership of the new association. 


Wiggins in New Post 
Kenneth R. Wiggins, associated 
with Dell Publishing Company for 
the past three years, has been ap- 
pointed to the sales staff of that 
company’s Modern Magazines group. 


Whipple & Black Moves 

Whipple & Black Advertising 
Company, Detroit, has moved to 
larger quarters at its present ad- 
dress in the Fox bldg. 


RD 


=Four ROSES 
ee 


7 
CAN YOU SELL 
DISPLAYS 
To National Advertisers 
In Quantity? 


If you can we have an attractive 
proposition in open territories. No 
objection to your selling kindred 
non - competitive lines. We are 
creators, designers and manufac- 
turers of permanent, point-of-sale 
displays with over twenty years’ 
experience serving leading manu- 
facturers from Coast - to - Coast. 
WRITE. do not telephone or call 
personally. State qualifications 
fully. Mention territory covered. 


CRYSTAL MFG. CO. 


1725 Diversey Blvd., Chicago 


Sano Enlivens Its 
Copy Story for 
the Medical World 


New York, Feb. 1.—Copy ad- 
dressed to the medical profession 
can and should be just as spritely 
as that directed at consumers, ac- 
cording to the Health Cigar Com- 
pany, maker of Sano, de-nicotinized 
cigarettes, cigars and pipe tobacco. 

New Sano copy in the Journal of 
the American Medical Association 
develops attention through its por- 
trayal of a poor male saddled with 
the woes that may follow over-in- 
dulgence in smoking. The imagi- 
nary scene is a doctor’s Office, cre- 
ated by use of model figures and 
numerous packages of Sano ciga- 
| rettes. A headline urges, “Un- 
{bridle This Man,” giving the cue 
ito copy pointing out that a pre- 
| scription for Sano cigarettes may al- 
|leviate nervous irritability and fidg- 
| etiness. Copy also points out that 
|complete cessation of smoking may 


be needed. 

Sano products have been adver- 
tised in the Journal for the past 
ten years. The current effort, how- 
ever, marks a new departure in 
copy style. Other promotion is con- 
fined to store displays. 

Frank Swick, president of the 
company, told ADVERTISING AGE that 
Sano products were introduced 14 
years ago as the first line of de-nic- 
otinized tobaccos. Since doctors 
frequently advise patients to cut 
down or quit smoking, the com- 
pany’s chief merchandising effort 
has always been to persuade physi- 
clans to recommend Sano products. 
Samples have been sent to 40,000 
doctors 

Roeding & Arnold has the ac- 
count. 


Two for Arbogust 

Griffith Laboratories, maker of 
purified spices, and the Body Glove 
Company, maker of corsets and 
brassieres, both of Chicago, have 
appointed Oren Arbogust, Chicago, 
as their agency 


Schaeffer Heads 
Public Relations Clinic 

G. Ray Schaeffer, director of 
publicity and promotion, Marshall 
“ield & Co., has been elected presi- 
dent of the Public Relations Clinic, 
Chicago. He succeeds Conger 
feynolds, Standard Oil Company 
ot Indiana. 

J. E. Bulger, Chicago Motor Club, 
was elected vice-president, and Al 
Dearing, Container Corporation of 
America, secretary-treasurer. Ralph 
D. McManus, Armour & Co., and 
W. D. Morgenstern, University of 
Chicago, were elected to the execu- 
tive committee. 


Prudden Adds Two 

Prudden, King & Prudden, Inc., 
has been appointed national adver- 
tising representative of the Press, 
Greenwich, Conn., and Observer. 
Dunkirk, N. Y 


Brown Heads Branch 
Byron H. Brown has been ap- 


pointed manager of the Los Angeles 
office of Gerth-Knollin Advertising| and Mr. Holloway with Norman \ 
Tolle & Associates. 


Agency. 


New Manhattan Office 
for Campbell-Ewald 


Campbell-Ewald Company, 
York, will move into new quarte; 
in the United States Rubber Com. 
pany bldg., April 1. The new build- 
Rockefeller Center development 

The new offices will be air-cond)- 
tioned the year 


“Mademoiselle’’ Names 
Esmeralda Mayes 

sociate editor of the Retailers Mar- 
merchandisir 


representative 
Her office is 


appointed Chicago 


Mademoiselle. 
Wrigley bldg. 


Two Join Phillips 

Charles C. Ramsey and James G 
Holloway have joined Phillips Ad 
vertising Company, San Diego, Ca 
as account executive and producti: 
manager, respectively. Mr. Rams« 
has been with the 


| thought | needed a 


to do a national sales job, but the NBC Blue Network 


In Adam Madison Square Garden Shop 
Light Heavyweight ¢ hampion Bills 
Conn, who night before had defeated 


Henry Cooper, demonstrates punch te 


Sam Taub and Adam Store Manayet 
William A. Wippman. “Billy.” said Me 
Taub, “you certainly covered yourself 
with glory when vou heaved that puncl 
last night “Ves, Sam.” agreed Mr 
Wippman, “and the big Blue Network 
tudience that heard the broadeast will 
soon cover their heads with the Adam 
“Hat of the Month announced om the 
program. Adam Plat sales sure begin 
where the Blue begins!” NBC Sportscaster Hill Stern grins over coffee as Sam Paul 
Warts up Vocal coords at rent before main bout begins ame © hie 
Said Bill, “TP think the best proof that the Blue pays off hot cogs 
s the fact that we've heer coimg this program: lor Adam 
Hats for three vears—and in that time have grown from 
a Zl-station network to SO stations.” 
‘ ad 
a ia < : = ~f 
Seep? E71 


After the bout Asan: sales Manager 


‘L just heard,” said Mr 
the boss plans to use the Blue for a 4th straight 


“That's swell,” commented Mr 
helped make Adam Hats available almeo 
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ADVERTISING AGE 19 


Linkman F eatures 
Golfing Stars in 
Spring Pipe Drive 


1—M. Linkman & 
Co. today disclosed plans for an 
extensive spring campaign for its 
Dr. Grabow pipes, in which golfers, 
rather than the movie stars who 
were used last year, will provide 
the feature attraction. Newspapers 
and college papers will be used. 


THIS 


Chicago, Feb. 


Presta 


YOU, TOO. Wilt = 


‘Logan & Rouse Adds 


Accounts, Personnel 
staffs have been created! Ade] 


Separate Staffs 
for KWTO and KGBX 


separate 


CAUSE AND EFFECT? 


— en - | 
fi THEATRE 


Precision Products Com- 


for Stations KWTO and KGBX, pany, Burbank; Goodman & Sarlow; 
4 xu, Springfield, Mo., which have been] Mutual Building & Loan Association 
ashes operated by one organization in the of Pasadena: Pacific Handbag NOW SHOWING 
eee past. John E. Pearson, who has|Company, and Caminol Company 
been national sales manager, be-| have appointed Logan & Rouse, Lo: A GRAND DOUBLE FEATURE 
comes sales manager of KWTO.| angeles, as their agency. Several —« 

q Leslie L. Kennon, local salesman, personnel additions have also been op eee, Ta 
5450 will be Mr. Pearson’s assistant. completed ; ae," 
-. Gordon Wardell, who oe been| John M. Alden. forme: vice-pres- t <i 
—~ | local sales manager, has een Sb | ident and arte of the a seNC) THE PICTURE 

pointed sales manager of _KGBX, has aaeineil to open his nae ore 1t | 
with Ralph Stufflebam, of the local 


A series of nine advertisements 
has been prepared, each carrying a 


ign for Dr. 
picture of a well known star of the — 


That is the inference in the current cam- 
Grabow pipes, 
top-flight golfers. 


- EVERY MOTHER =} 
«WILL WANT HER | 


ganization, John M. Alden Adver- 
| tising Agency. Offices will be in the 
|} Beaux Arts bldg., Los Angeles 


assistant. 


]-W-T Gets Vermouths 


staff. as his 


sales 


starring 


ad - | 
fairway beneath such headlines as, The Buenos Aires office of J.|To Noyes & Sproul DAUGHTER TO SéE! 
“Beat Par with Harry Picard,” ie Walter Thompson Company has R. W. Gardner, Orange, N. J 
. a Donon ” ‘Wspapers in major Cities. een { inte irec ‘rtis- . : ’ : Pgh Beh, ‘ ' 
Swing Along with Gene Sarazen ane naMichels “ A sennatd 1 Sila, — a - et Rena: oA maker of Hyodin and other phar- ' 
ind “Tee Off Like Harry Cooper.”|) °''" ak aie sia _—? “i ol rr int and Noss! Vermourns | maceuticals, has placed its account 
To Use 15 P: ; troit, is the agency. 2 Me with Noyes & Sproul, Inc., New| 
o Use apers peieeheesss York 
Brief copy accents the “si Rambeau Card Out Lathrop Adds Duties ‘ 
8 cass pe _ a a William G. Rambeau Company, Leonard Lathrop, publicity di- Meyers Appointed 
peony a patente Geanes. el = Chicago, has issued its semi-annual rector of Jersey Central Power & Frank Stuart Meyers his been 
will be released to coincide with directory of radio representatives of Light Company, Asbury Park, N. J., appointed manager of the advertis- RS: 
renewed spring interest in golf. that city, which is distributed free has been given the additional title ing department of the Herald-Dis- seRALOINE Fitri 
Copy is scheduled to appear in 75 to agencies and advertisers. and duties of advertising manager. patch, Huntington, W. Va 


. Sensation of “Dark Victory” 


million bucks 


made me change my mind... fast!” 


says LEON S. GOLDBERG 


tdrertising Director of Adam Hat Stores, Ine. 


ROM ringside at Madison Square Garden on Jan. 10th, 
Adam Hat Stores sponsored its 42nd Sports Parade 
broadcast on the NBC Blue Network. Present were Leon 


Goldberg, Adam Hat Adirector, and some of his associates. 


The photorecord of the evening shown here reveals a gay 
twinkle in Mr. Goldberg's eves. It’s a twinkle they’ve had 
26, 1937. For on that date 


association with the Blue Network that almost overnight 


since Nov. Adam Hats began an 
transformed a local business into a new business, a national 


bustness—a business growing 


by leaps and bounds. In 90 
days, 200 new dealers had been signed, sales were up 200°, 


Still on the NBC Blue, * Hatter” is 


still growing! Has progressed from 275 stores and agencies 
yg! 


‘America’s One-Price 


in LY87 to over 2,000 world-wide outlets today. 


Adam has grown economically, too, Because these Blue 
“Money 


—places where 72° of the country’s effective 


Network broadcasts reach listeners in the national 
Markets” 
buying income is concentrated—at a low cost no other me- 
This is the result of the famous Blue Net- 
work Discount Plan, which enables the size of your net- 


dium can match! 


work to grow with your business—for amazingly little. 
22 stations were added to the Adam Hat network for 
only $200 extra per broadcast!) No wonder the twinkle 
in the Goldberg eves! 


and delighted, too 


Blue can give 


You'll be surprised tosee how a half 
of the 


etsthatcountat less than 85,000 per broadcast Thisout- 


ron the you intensive coverage 
ding coverage at lowest national cost will put a twinkle 
In your eves and profits in your pocket! National Broad 


Casting ( ‘OUP aN 


\ Radio Corporation of AmericaSery ice 


NBC BLUE 


and “Wuthering Heights” 
SECOND FEATURE 


PLUS 


STUART ERWIN Sigs 
MARJORIE WEAVER Ry 


A 20th Century-Fox Picture 


An epidemic of raised eyebrows hit In- 
dianapolis last week when this 
double-feature bill was hailed 

paper 


stellar 
mn news 


advertising 


oh 
tg ot 


Watson Joins Boyce 


Edgar Watson, Jr., has becn ap 
pointed Eastern national sales rep 
resentative for Maynard Boyce, Inc., 
Los Angeles and Southern Califor- 
nia transportation advertising serv- 

| ice. Mr. Watson has been associated 


show ! 


Adam Hatter (oldber: 


Ing exciting moment of Conn Cooper 


Goht. Hf ' aay with several eastern companies in 
petit. wl Company s HUSTTIOSS hits this field. His new headquarters 
boomed since using the NBC Blue. rare at 390 Riverside drive New 
| York 
Cole Opens Branch 
L. C. Cole Advertising Company, 
San Francisco, has opened a Los 


Angeles office in the 
building. It will 
ing new accounts: Tropical Planta 
tions, Inc., fruit; Galen Company, 
serkeley, Cal.; KPF Electric Com 
pany, New York Fur Company and 
Selig Brothers, tailors 


Markham 
erve the follow- 


Academy Names Needham 


Staunton Military 
Staunton, Va., has appointed Need- 
ham & Grohmann, New York, to 
|direct its account Magazines and 
|; newspapers will be used 


Academy, 


‘Beans on Coast 


Walter S. Beans, who formerly 


— operated an advertising agency in 
NBC Special Events Man dack Hartley left and large st ale sule siniait l ve ever known, Phat, | Denver, has joined the copy depart- 
NBC Salesman Ren Kraft (center) hear Mr. incidentally, is one reason why 70% of the ment of Milton Weinberg Advertis- 
Goldberg milk-toast. “To the Blue Network Blue's advertisers came back for more in (49 ng Agency, Los Angele: 

gentlemen. The best and most He Nprensnve why 17 new ones were signed up! 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 


be to their advantage. 


ILLINOIS LETTER SERVICE 


We don't believe in telling 216 Institute Place 


tales but... Joshed Head Adam Hatter Khas had this t 


Lustiy 


the vent on the right, Another new Achar sus Odrve of the things l like alblsout the Mle “ é - 
Hat. eh? What are you domy paying for is the way it gives us and other advertisers Chicago, Illinois 
Adam Hat Broadcasts?” “No.” was the reply honus after bonus in the form of increased D 

. elaware 3244 
“But it wouldn t be hard The live s national coverapye at no ertra cost! The Blue does it by 


tation facilities!” 


advertising cost is the lowest in the country “ constantly mmproving s 
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advertising shall 
but be combined 
and regard for others. 
respect my profession and 
encourage my profession and I shall 
guard against such use of it as may 
result in the deception or injury of 
another. I shall maintain against 
all opponents the benefits of my 
profession, holding it as an art 
which promotes the well-being of 
all peoples and the security of their 
nations. I shall speak of it always 
as an investment rather than as an 
expense and as a science whose re- 
sults depend upon careful decisions 
and judicious application. I shall 
keep this Oath of Advertising and 
abide by it and should I break this, 
my pledge, may my conscience dic- 
tate the course of my misfortune.” 
This oath, moulded about the Hip- 
pocratic 
sion, 


my knowledge of 
not operate alone, 
with honesty 
I shall 


And 


in this 


I hope to someday hear 
I know that I am not alone 
vision of the future. 
GEORGE J. ABRAMS, 
School of Commerce, New York 
University, New York 


. ek Ze 
Inspired Makeup 
To the Editor: I am enclosing a 
clipping from the Milwaukee Jour- 
nal showing an inspired bit of 
make-up. I suggest that possibly 
the aspirin was included for the 
benefit of the make-up man. 
Howarp L. Peck, 
Hoffman & York, Milwaukee. 


TAKE YOUR CHOICE 


ne dorkoren They eere 
he search when 
his bald hee A bebhing ia 


|Comfort for the Bald: 
Shiny Spot Saves Life |} 


| New York, N. ¥ 


do word him « 
™ Capt. Bitlet | rope and bauled him to safety 


oe & ve are if tr i ——— 
| The captain was crossing from « cont ORE OCPERDABLE 
oe rena me xy wove FASTER 
“Two men heard him,» co WORLDS LAAGEST SELLER 4 


SHORT THINNING HAIR 
NEEDS THOMAS HELP 


wd beabdbene <= bey ming the 


606 W. WISCONSIN AVE 


(1505 wae Tewer) 


ue a= tp e 6 


Accidental make-up brought together an 
avoid baldness” and «a 
news story of a man life had 
been saved simply because he was bald 


advertisement 
whose 


oath of the medical profes- | 


Piston Ring Copy 
Shows Burst of Speed 


To the Editor: Here’s a peculiar 
coincidence in piston ring advertis- 
ing. Both appeared in January auto 
trade magazines. The “tough guy” | 
looks as though he was tearing | 
things up right now, but we believe 
Simplex Sim has better form and | 
in the long run will end up in the | 
lead. 

FreED G. KNAPP, 

Fred G. Knapp & Associates, 

Cleveland 


vgs? 


/of the Chicago Times on page 11 of 


Mouse Trap Not Set? 


| 
To the Editor: 


The advertisement | 
| 
the Jan. 29 issue is a beautiful work 
of art. I have been interested in 
the controversy about the mouse | 
trap, and this time, would like to 
know why the artist didn’t set it? 
W. D. McLEIsuH, 
Fabric Company, St 


White 
Paul 


v v v 

Criticizes “Hostility” 
to Consumer Movement 

To the Editor: It is with great | 
misgiving that one realizes how per- 
meated with hostility is your atti- 
tude toward what you call “the, 
most pressing problem facing busi- | 
ness,”” in your presentation “What 
About the Consumer Movement?” 

Your references to “a slightly an- 
noying blot,” “yapping of the mili- | 


i you to place 
| higher 


| By 


tant consumer,” and the cartoon 
treatment itself betray a point of | 
view which might be considered 
loyal to our business—but little | 
more. What far greater service you 
could render to advertising were 


your judgment on the | 
plane of impartiality. It 
would lead the way to a better posi- 
tion from which to meet the current 
challenge of consumer opinion. One 


| does not meet a condition by despis- 


| ing it. 
the same token, you were not 
fortunate in selecting Mr. Platt to! 
| present the manufacturer’s point of 
view I should not like to think 
that it is typical of his industry 
Actually, the “consumer move- 
could be beneficial to busi- 
For instance, the diversion of 
sasoline taxes in many debt-ridden 
tutes is notorious. 
creased taxes for gas and oil, sup- 
for the maintenance of 
iighways, and for traffic control, 
diverted to other purposes 
Can it be denied that a consumer 
sroup in the automobile field would 
be beneficial to that industry? 


ment” 


' 
css 


posedly 


etc., are 


Would not a consumer group be 
useful in meeting legislative hostil- 
itv to chain stores? And to the 


alcoholic beverage industry? Some- 
much of our legislation is 
| based solely on the need for more 
and more tax revenue 

Truth-telling advertisers have no 
fear of consumer movement 
| which so agitates you. The medical 


times 


the 


Gice chose touak cllere dovtle ‘ell eolth Simgien * “LL” = 


SIMPLEX Fo IOUCTS core 


SIMPLEX "|| 


oA got BAe Cae 


PISTON 
RINCS 
hh} 


| the 


Each year, in- | 


profession weeds out its quacks; 
lawvers are annually in 


disbarred 


every state. Let us, too, 


sion free of such charges as 


“exag- 


very greatly increased amount of 
government.” 

Perhaps business men and adver- 
tising men should take lessons on 
selling from the government. At 
least the government investments in 
multiple bureaus seem to be 


| producing results. 
welcome | 
lall methods for making our profes- 


Isn't it high time for the adver- 


| tising fraternity or sales analysts to 


analyze this situation carefully to 


| 
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| cerated claims,” false testimonials, | SOLD, OR BOUGHT? | 
‘ | FTC cease and desist orders, 6 per —__—__——. 
\ ] ° f h Ad t /cent finance claims which are not 6 WAGE PAYMENTS 
o1ce O e V er 1ser jper cent, fraudulent circulation BILLIONS OF DOLLARS 
| Aatomnents, and so on. To deny their a ae sag 
This department is a reader's forum. Letters are welcome § |existence is not rendering “7 r 
; ; ing any service whatever! his is \ 
Urges Hippocratic Oath THE CIGAR MAY BE THE WINNER the opinion of an advertising man. . 
*_* | i ervice f 
for Advertising Men _ | Ovip Riso, - om vr 
To the Editor: It is 1950 and at ; Haddon Heights, N. J. 
the commencement exercises of one STEEL-VENT ee mi a om 
of our leading universities a row of é Fg a tas 
students are standing and repeating id Sets the Pace. Says Ad Men Can Learn | pectettutten [8.0 
ek ee: atk ataniiiae canal ai a ome From Government | 
“I swear by all eternal and al- ' al a a ee 10.4 | Ps 
mighty that I shall keep this Oath nt vy ae jt jd on 
of Advertising, remembering it and ew i “y Tr as “C or pon af 7 
recalling it in all the applications aad - ch saa’ die hel 
or decisions which I shall make in nae «ie — x? Saeki ee 
my profession. My knowledge of me hag to the c art, me oll net | | "onren 21.7 15.2 | 70% 
advertising I shall not consider mine as Rgures gg ved eee rat 
alone, but for others to share and — o ke ] ave aa Boag 
to them I shall willingly impart « eg ea x irwotateg = gree ae ae a 
such knowledge that they may Phe Aaa gf a8 “ 
benefit. In the decisions I shall oe we weed bod gn oo a | eeverenent L.9 8.0 fia 
make and the work I shall perform, and services, and to buy instead aj | 029 an 


| A correspondent comments upon the in 


creased wage payments from 
1939 for "government." 


1929 to 


or if it is just buying? 


Eastern Manager, 
Farm Papers, New York. 


determine if the public is being soid 


J. J. MatTrvs, 
Associated 


é 


we a 


Scant Coverage has its place... BUT — 


For a real selling job in the prosperous 
Southern New England market you need 
the kind of thorough coverage no other 
station delivers so effectively as WTIC. 
In our primary area alone WTIC is an 
established listening habit with 1,863,- 
570 people—more than live in Cleveland 
and St. Louis together. Their per capita 
retail sales top the national average by 


WTIC 


nearly 40%. 
rank WTIC at 
neighbors. 
ing job not 


well. 


What's more, the records 
show still another 1,700,000 people out- 
side our immediate coverage area who 


the top of their list of real 


Put our 50,000 Watts to 
work for you—to do a thorough sell- 


in Hartford alone, but 


in all of Southern New England as 


50,000 © 
WATTS © 


“MUST FOR A BIG JOB IN THE BIG SOUTHERN NEW ENGLAND MARK‘ 
The Travelers Broadcasting Service Corporation, Member NBC Red Network and Yankee 
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Fe AVOID BALDNESS! 
i \ eta of short, dhinning hair. Pourtean 
, cases of baldacss. The hoowledge, shill, and 
experience of a Thomas scalp expert enables 
| et «rar me “epee — 
° and e'reng, healt! art starts to grow - 
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NEW FIELDS .. ADVERTISERS | 
| THESE 2 NEW M.L.A. PUBLICATIONS _ 


POU 


UWL A VAMAMLALLATL MALTA 
tI 


A 


LIVING ROMANCES joins the GUIDE GROUP to give the 
national reading public new entertainment. The most up-to-date 
magazine of its kind, it is unique in the way it dramatizes true 
experiences in the lives of people whose names every reader knows! 
With the addition of Living Romances the GUIDE GROUP offers 
a fresh and completely balanced advertising advantage that 
merits favorable consideration for every schedule. The complete 


GUIDE GROUP: 
SCREEN GUIDE 


RADIO GUIDE 
CLICK 
LIVING ROMANCES 


1,500,000 TOTAL CIRCULATION GUARANTEED! 


175,000 CIRCULATION GUARANTEED! 


INTIMATE DETECTIVE STORIES augments the DETECTIVE 
STORIES UNIT to report in a brand-new way, from original and 
authentic sources, the exciting crime mysteries that spring from 
everyday life. 


It extends the opportunities of the UNIT advertisers to cover 
profitably a virile market of proven potentiality. The complete 


DETECTIVE STORIES UNIT: 


OFFICIAL DETECTIVE STORIES 
ACTUAL DETECTIVE STORIES 
INTIMATE DETECTIVE STORIES 


by 525,000 TOTAL CIRCULATION GUARANTEED! 


SKILLFULLY EDITED + LAVISHLY ILLUSTRATED + EXPERTLY PRODUCED IN BLACK 
AND WHITE AND COLOR LETTERPRESS AND ROTOGRAVURE «+ 680 LINE PAGES 


Rate cards and further special information will be supplied on application to 


M.L.A. PUBLICATIONS 


Offices of Advertising Representatives: 551 FIFTH AVENUE, NEW YORK CITY 
CHICAGO—731 Plymouth Court SAN FRANCISCO— Mills Building LOS ANGELES— Western Pacific Building 
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The Saturday Evening Post serving 
as the spearhead. The rest of the 
list comprises American Boy, The 
American Magazine, The American 
Weekly, Boy’s Life, Collier’s, Cos- 


Super-Colossal 
Promotion Used 
for New Movies 


' 
40 Crop of Four-Bell In addition to the magazine sched- 
Attractions S et for ule, scheduled in 
ee Sunday editions of newspapers in 
Heavy Advertising key cities. The picture will have 
|its premiere in Boise, Ida., on Feb. 
While movie|17 and will be released nationally 
& Coe is the 


mopolitan, Life, Open Road _ for 
Boys, Redbook, This Wee and 
Time. 


Premiere Feb. 17 


insertions are 


New York, Feb. 1 
fans are still crowding into packed | Feb. 22. Donahue 
houses to witness the film version| M-G-M agency. 
of “Gone With the Wind,” a number| M-G-M is also planning a major 


of ather four-star attractions based | campaign for “Young Tom Edison,” | 


on books or historical characters | starring Mickey Rooney, and “Edi- 


are being released for the new sea-|son the Man,” starring Spencer 
son, backed by sizable advertising|Tracy. Harold Anderson, leading 


expenditures. magazine illustrator, is painting a 
Among the leading new produc-| portrait of Mickey as “Young Tom” 
tions to be heavily promoted are|for use in advertising. Copy will 
“Northwest Passage,” “The Grapes | break in April issues of magazines. 
of Wrath,” “Of Mice and Men,” and| A subsequent campaign will be used 
a two-picture series on Thomas A, | later in the year when “Edison the 
Edison including “Young Tom Edi-| Man” reaches the screen. 
son” and “Edison the Man.” “The Grapes of Wrath,” made by 
Metro-Goldwyn-Mayer Pictures | 20th Century-Fox Film Corporation, 
Corporation is planning a real splash | had its premiere here last week and 
in support of “Northwest Passage.”| will be released nationally April 
A dozen magazines will promote the! 15. A campaign involving the ex- 
film, with a four-color layout in| penditure of $25,000 in newspapers 


and $5,000 in outdoor posters in this 
area launched the film version of 
John Steinbeck’s novel. First-run 
showing in other majo: 
also be backed by heavy newspaper 
ind poster promotion. 


Use Benton Lithographs 


A feature of the advertising of 
this picture is the use of six litho- 
graphs created by Thomas Hart 
Benton, renowned artist. Kayton- 
Spiero Company is the agency in 


charge of 20th Century advertising. | 


“Of Mice and Men,” also a screen 
adaptation of a Steinbeck novel, 
produced by Hal Roach Studio, will 
also be backed by a_ substantial 
|advertising expenditure, with copy 
ito be placed through Western Ad- 
vertising Company, Los Angeles. 


Amberson to Ames & Norr 


Rosanne Amberson has resigned 
as managing editor of Forecast for 
Home Economists, New York, to 
| become director of the consumer re- 
lations department of Ames & 
Norr, New York, public relations. 


Worden Names Lavin 


|} Worden Corporation, industrial 
|}engineers, Boston, has placed its ad- 
vertising account with the Lavin 
Company, Boston. Industrial and 
business magazines will be used. 
'C. C. Palmer is account executive. 


(Pride 


in Craftsmanship 


—_ inteneneration Of every highlight and shadow in the original copy * honesty in its 


execution and pride in his art * distinguishes the true craftsman. * Whether it’s a simple line 


copy zine, halftone, set of process plates, or perhaps a set of 


hand-cut rubber plates * every 


ENGRAVING PRODUCED BY THE WALLACE-MILLER COMPANY is the best obtainable. * Skilled artisans 


trained through a period of upwards of a quarter of a century operate with the most modern ap- 


proved equipment. * We would like to discuss the importance of 


at a time most convenient to you * and of course without obligation 


photo-engraving in your business 


* Superior 7440 *® day or night. 


WALLAGE-MILLER COMPANY 


{bb WEST SUPERIOR STREET, CHICAGO 


dg) 


PHOTO-ENGRAVINGS 


IN EVERY KNOWN MEDIUM 


cities will | 


cy 


NEW EPIC LAUNCHED ON PROMOTION SEAS 


FON 


wen 


“Gone DARWELL 2 CARRADINE 
Cesar GRAPEWIN >~ BOWDON 


‘Tome SIMPSON 22 WHITEHEAD  QUALEN + QUILLAN <TILBURY 


“e JOHN FORD £z0ccennane ror pce 


Initial promotion for screen version of much publicized book. 


The realistic art of 


Thomas Hart Benton dominates all copy. 


Business Papers 
to ‘Tell All’ in 
New Sales Guide 


New York, Feb. 1. Seeking to 
induce advertisers to put more 
“sell” in their business paper copy 
in order to increase its effectiveness, 
Associated Business Papers. will 
publish within the next few weeks 
a book called “Tell All,” and sub- 
titled, “A Practical Guide to Suc- 
cessful Business Paper Advertis- 
ing.” 

“Tell All” will be distributed to 
advertisers and prospects of busi- 
|}ness papers. The text will be de- 
voted to illustrating and analyzing 
successful business paper copy. 

In the introduction of the book, 
ABP will frankly acknowledge that 
publishers have been too content 
merely with publishing good mag- 
azines editorially, and selling white 
space to customers in a medium 
with an assured reader interest and 
intensive coverage of important 
buying influences. 


More Service Needed 


Under the heading “We Should 
Have Done This Long Ago,’ ABP 
will point out that publishers should 
no more stop at that point than 
manufacturers should stop servicing 


customers after a sale has been 


made. The book is intended to go 
a step farther by showing con- 
cretely how business paper copy 


can be made to pay its freight. 
Publishers, it will be pointed out, 
have long been aware that alto- 


gether too much of the advertising 


contained in their papers has rn 
been result-producing copy. It 
hoped that the book will help co 
rect this situation. 


13 New Accounts for 
Grant Advertising 

Thirteen advertisers have ap- 
pointed Grant Advertising, Inc., a 
their agency. The Chicago office 
will handle advertising of William 
H. Alpern Laboratories, nail condi- 
tioner; F. T. Haffner & Co., lam; 
and ash stands, and Stone Medicin 
Company, cough drops. All thre 
companies are in Chicago. 

The Dallas office will serve the 
following: American Products Com- 
pany, Dallas, bakery equipment 
kK. W. Byram & Co., Austin, statisti- 
cal reports; First Texas Chemical 
Company, Dallas, Ima eye lotior 
Figaro Company, Dallas, sauce: 
Hockday School for Girls, Dalla 
Koon’s Food Mfg. Company, Dallas 
peanut butter and jellies; Lone Sta 
Chain, Fort Worth; Martha Lee Co 
metics, Waco; Ripley Shirt Con 
pany, Dallas; Red Ball Freight 
Lines, Dallas. 


Opens New Plant 


American Mounting & Die Cut- 
ting Company has started opera- 
tions in its new plant at 4333 Dun- 
can street, St. Louis. The compan) 
will specialize in handling outdoo! 
advertising and _ point-of-purchas« 
display material. 


W. M. Hutchison Shifted 


Walter Mason Hutchison has bee! 
appointed manager of agency mar- 
ket development of Westinghous: 
Electric & Manufacturing Company, 
East Pittsburgh, Pa. He was for- 
merly sales promotion manager o! 
the lighting division at Cleveland 


High Speed 
Four Color Printing — 


SEE PAGE 10 


| 
| 
| 
| 
| 
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Motorola Moves 
to Tap Rich Market 
for Auto Radios 


Schedules Special Cam- 
paign in Magazines; New 


Display Idea Offered 


By MURRAY E. CRAIN 


Chicago, Feb. 1.—Rugged §sur- 
or in a field dotted with the 
ones of ill-fated invaders, Galvin 


Mfg. Corporation will shortly launch 
in expanded promotion campaign 
in behalf of its auto radio line. 
Manufacturers of home receiving 
sets have mentioned auto radio in- 
cidentally in some of their adver- 
tising, Sut according to Victor A. 
Irvine, Galvin advertising manager, 
no magazine copy has been devoted | 
to auto radio exclusively. 

Galvin itself has been no excep- 


tion to the rule. During its ten 
years of existence, it has used 


ghway signs and 24-sheet posters 
each the consumer, but has de- 
oted the major part of its appro- 
priation to point-of-sale material 
ind trade paper advertising de- 
signed to create and educate a dis- |! 
tributor, dealer and service organ- 
ration. 


Market Barely Tapped 


Galvin’s entrance into a maga- 
zine campaign is motivated by the 
realization that only 5,000,000 cars, 
or about 20 per cent of the United 
States total, are now equipped with 
radios With 80 per cent of the 
market yet to be conquered, Gal- 
vin decided to shoot the works in 
i heavy magazine drive, supported 
by aggressive merchandising to the 
trade and a new display which has 
been dubbed the “Mainliner.” The 
campaign will run from March 
through June, the peak season for 
iuto radio. If results approximate 
expectations, another campaign will 
un in the fall for the company’s 
home receiver, which like the auto 
set, is named the Motorola 


The Motorola, like competing 
brands, is sold both through ear 
lealers and radio dealers The 
former apparently have a distinct 
dvantage since they have first 
pportunity to impress the = car 
buyer with the merits of a radio, 
ut the radio dealer has garnered 
fo} 


a fair share of the business despite 
this handicap. 
Most of the car dealers who han- 


dle Motorola also have in stock 
competing radios recommended by 
the factories, and this situation, 
te would appear to put it at a 
hopeless disadvantage, since the 
Motorola is never sold as an “ac- 

sory.” However, Galvin hms 


ipparently been able to do a better 
of selling car dealers on its 


' 
‘ 


TALENT 
FOR SALE 


® TO AN ADVERTISER 


who needs an advertising 


manager or assistant 


®OR AN AGENCY 


that needs a 
copy-contact man 


production 


, 2] u0fT 
RQazine advertising for 
iver r Five 
haiti wl 
B r, A th ’ 
sh - 
s| bran 
, ind fb 
kom “is 


BOX 2027, ADVERTISING AGE, CHICAGO 


tul who work through automo- 
tive producers 
The Motorola Mainliner display 


is designed to carry and play five 


of the 1940 models It capitalizes 
on the human impulse to switch 
n any radio in sight, so that pros- 


pects drifting into dealers’ display 
rooms are likely to turn the button 
Any doing so will be surprised to 
get, instead of a local radio station, 
the Motorola theme song, “Lovely 
to Look At,” followed by a forceful, 
dramatic sales message. All of this 
is made possible through employ- 
ment of a Motorola wireless record 


pressed prospect. The Mainliner is 
sold to dealers in a deal which in- 
sures that they will stock the seven 
models, ranging in price from $24.95 
to $69.95. 

Magazines on the Motorola sprin 
list include The American Weekly, 
Collier’s, Esquire, Fortune, Life, 
Look, The Saturday Evening Post, 
This Week, Time and 47 motor club 
publications. The account 
dled by Gourfain-Cobb Advertising 
Agency, Chicago. 


Agency for Arabol 


Arabol Mfg. Company, New York, 


is han-| 


Pond’s to Continue 
Testimonial Copy 


Pond’s Extract Company, New 
York, will continue to use testi- 
monial copy in a_=és substantially 
increased spring campaign. The 
schedule includes 14 magazines and 
four magazine groups. Copy 
| will feature testimonials from so- 
| ciety leaders and typical high school 
girls. 
| J. Walter Thompson 
New York, is the agency 


Company, 


Name M. D. Bromberg 


$50,000 for Vancouver 

The Vancouver, B. C., Tourist 
Association has set $50,000 as its 
1940 appropriation. Half will come 
from a 


civic grant and the re- 
mainder from business organiza- 
tions. Of the total, $8,500 will go 


to the joint campaign of the Ever- 
Association, and 
the remainder will be spent in tour- 
ist promotion in Washington, Ore- 
gon and the Canadian Prairie 
Prowinces 


Miss Golden Shifts 


, “Taig Estampa and Esfera, weeklies pub- Elizabeth Golden has joined Mc- 
pee By the time the two-min- has appointed Wildrick & Miller,|lished in Bogota, Colombia, have |Carty Company, Los Angeles, as 
ute drama has been enacted, a/| New York, as its advertising agency.|appointed M. D. Bromberg & As-| account executive. She formerly 
salesman is usually at hand to take! The company produces adhesives | sociates, New York, as advertising| held the same post with Hugo 
up the task of selling the duly im- for more than 100 industries | representative Scheibner. 

? 
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stations 
covering 


than have competing manufac- N E | d’ 
mpenng manutoc-| Rlew England s 


| food markets 


| 


WNAC _ Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 

| Bridgeport 
wice |New Haven 
WNLC New London 
WCSH Portland 
WLBZ _ = Bangor 
WFEA ~ Manchester 
WSAR Fall River 


WNBH New Bedford 
WHAI Greenfield 
WBRK Pittsfield 

j Lowell 
WLLH | Lawrence 
WLNH Laconia 
WRDO- Augusta 

j Lewiston 
WCoUuU | Auburn 
WSYB Rutland 


EDWARD PETRY &CO., 


Exclusive National 


Sales 


ii? 


Representatives 


raised within the borders 


EW ENGLAND spends 
nually for foods. In addition to the products 


One of America’s 
Biggest Dining Tables 


$1,797,888,000 an- 


of the six states, there are 


train-loads of foods from the south — the mid-west 


— the far-west. 


Tons of meats — poultry — fruits — corn and 


wheat products — dairy products — canned goods 


— baked goods are required to supply the needs of 
the 8,166,341 people in New England. 


The 1,990,900 radios — the high ratio of listener- 


ship — and the complete coverage of all important 


trading centers by the Yankee Network's 18 stations, 


with a potential audience of 5,982,238, can exert 


powerful force in putting 


more of your foods on one 


of America's biggest dining tables in 1940. 
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Standard Oil Hits 
‘Octane Race’ in 
Advertising Copy 


Retires to ‘Cooler’ At- 
mosphere to Tell Public 
the Facts 


Feb ] 
race” 


Chicago, Believing that 
and resulting ad 
vertising claims have merely served 
to befuddle motorists, Standard Oil 
Company of Indiana has interrupt- 
ed its regular newspaper campaign 
to indulge in a calm discussion of 
the situation and to tell the public 
that while Standard may be ex- 
celled in superlatives, it believe: 
that its gasoline possesses the fun- 
damental qualities required by a 
large majority. 


the “octane 


The same type of copy will ap-| 


pear in full 
newspapers of 
plemented by 


pages in 64 Sunday 
Feb. 4 and 11, sup- 
somewhat 


smaller | 


copy in a larger number of daily 

papers. 
Claims Upon Claims 

“Since the beginning of what is 


known in the industry as an ‘octane 
race’ in the Eastern part of 
the United States,” the company 
said, “claims regarding ‘new’ gaso- 


lines, ‘higher octane’ and other im- 
provements have been appearing in 
the copy of virtually all petroleum 
marketers. 

“Instead of following the trend in 
this respect, Standard Oil of Indiana 
decided to cool off the atmosphere 
with some discussion which every 
driver would understand. The re- 
sulting copy told how a good bal- 
ance of various qualities is desir- 
able and Standard Oil engi- 
neers work to keep their products 
unexcelled. 

“The purpose of the campaign is 
to inform motorists, in clear, simple 


how 


When you think of 


YEW ORLEANS 


you think of: 


50,000 WATTS 


The greatest selling POWER in the South's greatest city 


CBS AFFILIATE 


i well 


language, of the importance of basic 
gasoline qualities as against any one 
refinement, and to let them know 
that Standard is protecting the pub- 
lic’s interests at all times.” 


F. T. Miller Dead; 
Former Head of 
Dodge Publishing 


Boston, Jan. 30 Franklin 
Thomas Miller, who was associated 
with business paper publishing as 
an officer of F. W. Dodge Corpora- 
tion for 28 years until his retirement 
in 1927, died yesterday at his home 
in Auburndale. He was 67 years 
old. 

Following his graduation 
the Massachusetts Institute of 
Technology in 1895, he joined 
Dodge as secretary In 1915 he be- 
came president of the company, and 
in 1920 named chairman of 
the board. He relinquished that post 
in 1923 

During the World War, he held 
several positions with the govern- 
ment at Washington, and served as 
an assistant to Herbert Hoover 
when the former president was Sec- 


from 


Was 


;retary of Commerce. From 1925 un- 


til his 
of the 
Railway 


retirement, he was receiver 
Boston & Worcester Street 


WILLIAM S. HUNT 


Newark, Jan. 30.—William South- 
worth Hunt, president and publisher 
of the Newark Sunday Call, died at 
his home in South Orange Jan. 26 
after a illness. He was 61 
He represented the third 
generation of his family to 
the Call in an executive 

Beginning as a 


year's 
years old 
serve 
capacity. 
reporter on the 


New York Herald following his 
graduation from Yale in 1901, Mr. 
Hunt soon joined the Call which 


was then edited by his father, the 
late William T. Hunt With the 
exception of four years as editor of 
the Newark Star Eagle beginning 


in 1920, he was continuously asso- 


clated with the Call until his death. 


He served two terms as village 
presidént of South Orange. He was 
also a member of the New Jersey 


State Budget Commission, and was 
known as a writer, and a 
collector of autographs and stamps 


FRANK T. NEWMAN 

Chicago, Jan. 31 Funeral serv- 
ices were held here today for Frank 
T. Newman, owner of the Newman- 
Monroe Company, who died sud- 
denly Sunday night of a heart at- 
tack while visiting friends. The 
funeral was delayed to permit Mrs 
Newman, who was in Biloxi, to 
reach Chicago. 

Mr. Newman, formerly an artist 
in his own right, had abandoned the 
brush in recent years to devote his 
energies to the sale of the work of 
his staff The Newman-Monroe 
Company served many national ad- 
vertisers in this area from time to 
time, and recently contributed to 
campaigns of the Santa Fe Railroad 
and Standard Oil Company of In- 
diana, among others 

Mr. Newman 


Vho was 65 vears 
old, is also 


urvived by 


son, 
Hobart 
JAMES T. MEEHAN 

Boston, Jan. 30.—James T. Mee- 


hun, New England advertising man- 
ager of Voguc, died Jan. 28 at 
Newton, Mass., after a brief illness. 
Only 36, he had been with Condé 
Nast Publications for 12 years 


Lane Establishes 
Denver Agency 


Bradley Lane, Denver artist. has 
established Bradley Lane & Asso- 
clates, with offices in the C. A. John- 


son bldg., Denver 
to be handled are 
pany, petroleum 
Capitol Life 
Colorado 

H B 


Among accounts 
Powerine Com- 
products, and 
Insurance Company of 


Wilson, tormerly with 
George <A Britten Advertising, 
Cleveland, is in charge of sales; 
Victor Croley, late of American 
Press Association, is copy director, 


and H I 
manager. 


Simonson, production 


sell 


STANDARD OIL TRANSLATES TECHNICAL COPY 


Standard Oil 
Restates its Policy of 


ode Leadtshy 


TO ANTICIPATE TOUR NEEDS 


Crown was just re 


cently giveo higher anti b 
wo increase im price and without the sligh 


ariice of quick-starung or mileage making 


yualines 


CONTINVOUS TESTING ASSURES BEO CROWN Gua, 


ard Onl Fag 


BALANCED” QUALITIES PROTECT TOUR PURSE 


RED CROWN | 


gesoline is better than ever todey 


The Indiana company interjected this explanation of gasoline and oil claims 
into the current battle of superlatives. 


Agency for Utility 

Barnes & Aaron, Philadelphia, has 
been appointed advertising counsel 
for Philadelphia Transportation 
Company, formed by a merger of 
the Philadelphia Rapid Transit 
Company with 64 smaller com- 
panies 


Starts Research Unit 


| Pennsylvania Salt Mfg. Company, 


Philadelphia, has created a market 
research department in charge of 
Richard L. Davies, who has been 
engaged in sales development work 
for the company. 


Spanish Issue for 
“Modern Hospital” 


Publication of a Spanish editio) 
and a new reference book, “E] Lil 
de] Hospital,” is planned by Mode? 
Hospital, Chicago. 

The directory will cover planning 
construction and equipment of h¢ 
pitals. 


Horton with WCOS 


Thad Horton has been appointed 
advertising director of Station 
WCOS, Columbia, S. C., succeeding 
G. W. McIver. 


NOW! 
” 
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THAT creating the 
enough. 


other brand. 


profitable. 


cost possible. 


Tee 


RTKRAFT 


A 


Conclusive Proof 


THAT a large percentage of sales are lost be- 
cause people who do not know where to buy a 
given nationally advertised product frequently 
get into the competitor's store to be sold some 


THAT more than five times as many people know 
where to buy nationally advertised products when 
advertised at point-of-purchase by dealer signs, 
than when no sign is used. 


THAT a dealer sign program is necessary to con- 
summate the sales that make national advertising 


THAT Artkraft Neon Dealer Signs offer the surest, 
best way of accomplishing the job and at lowest 


Write today for your free copy of the analysis of the certified 
survey made on 20 national accounts in 13 cities, ranging in pop- 
ulation from 4,978 to 750,000, in 6 states. 


Also write for the new publication, “How to Set Up a Successful 
Dealer Sign Program,"’ with actual case histories of successtu! 
programs as used by representative national accounts. 
will be sent to you free upon request. 


HER cs + COMPARISON 


THE ARTKRAFT SIGN COMPANY 


GENERAL OFFICES, 900 E. KIBBY ST., LIMA, OHIO, \U. S. A. Tr 
_ 


desire to purchase is not 


A copy 


SIGNS 
OF 
LONG 
LIFE 


— 


The u orld s 


Largest 


Vanufacturer of 


{ll Types of Signs. 
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ADVERTISING AGE 


Initial Television 
Audiences Reveal 
Eager Interest 


Receivers in Use a High 
Percentage of Broad- 
cast Time 


New York, Feb. 1.—-Television is | 
being received with enthusiasm by 
the relatively few people to whom 
thee newest of 
radio arts is 


list are asked to rate each program 
as “excellent,” “good,” “fair,” or 
“poor.” These ratings have been 
assigned a value of three, two, one 
and zero respectively. The average 
to date of all types of shows is just 
under two, the “good” classification. 


Drama Most Popular 


On the basis of returns in the 
eight months since television’s pub- 


lic debut April 30, 1939, until the | 


first of this year, dramatic shows 
have proved most popular, followed 
in order by outside special-event 
programs, movie features and short 
film subjects. 

Rated the best program to date 
was the dramatic presentation of 
Helen Jerome’s “Jane Eyre.” Least 
popular was a telecast from the 


New York World’s Fair on Chinese 
National Independence Day. 

The business aspects of the new 
art are not overlooked in Mr. Mor- 
ton’s report. Out-of-pocket costs of 
present operations, he said, are 
about $10,000 a week. If certain 
overhead costs are included, the 
figure would be more nearly $15,000 
a week. The cost of programming 
has been substantially reduced since 
last May, he indicated. 

Mr. Morton's report also reflected 
the interest which advertisers and 
agencies are already showing in the 
infant art. A total of 148 programs 
of a commercial nature have been 
telecast for 67 advertisers in 16 
major industries. Although not yet 
licensed to charge sponsors for such 
programs, this background of ex- 


perience with commercial television 
is expected to prove most valuable 


in later years, both to NBC and to! 


advertisers. 


NETWORK TELEVISION NOW 
POSSIBLE, SAYS RCA CHIEF 

New York, Feb. 1.—Network tele- 
vision, generally considered to be 
only a hope of the distant future, is 
now technically possible, it was as- 
serted here this week by David Sar- 
noff, president of the Radio Cor- 
poration of America, who reviewed 
technical progress made in tele- 
vision since its formal debut nine 
months ago. 

As the result of experiments with 
radio relay transmission conducted 
by the National Broadcasting Com- 
pany during the past year, it is now 


possible to increase the range of 
television from its present limit of 
50 miles to 1,000 miles. A New 
|York network capable of reaching 
Boston and Washington as well as 
intermediate cities would make tele- 
j Vision available to 20,000,000 people 
Similar relay networks could be 
established in other sections, to 
make the new medium available on 
a national scale. 

It was also learned that RCA has 
applied to the Federal Communica- 
tions Commission for a revision of 
its rule forbidding commercial spon- 
sorship of television shows. If the 
FCC could be persuaded that the 
time is ripe for commercialization 
of the new art, development of a 
network would probably be started 
at once. 


a iilable in this 


area, according 
to a report by 
Alfred H. Mor- 
ton, Vice - presi- 
dent in charge of 
television of the 
National Broad- 
casting Company, 
which was made 
public here this 
week. 

Mr. Morton 
suid that 100 per cent of the present 
television audience views at least 

o hours of telecasts each week, 

it 87.1 per cent sit before their 
receiving sets for from five to six 
ours a week, 60 per cent between 
seven and eight hours and 21 per 
cent see every telecast. 


* 


A. H. Morton 


Analyze Program Likes 


, NBC began an audience poll last 
October in an effort to shape its 
programs to fit the tastes of aver- 
age “televiewers.”” The audience 
has been invited on several occa- 
sions to write for a weekly program 
chart, with which is sent a detach- 
ible return card which asks that 
each program be rated. 

Response to this request has con- 
tinued on a remarkably high level 
The ratio of the cards returned to , 
the total distributed has reached as ; ae 
high as 45 per cent, and has neve1 
allen below 33.5 per cent. 

When the charts were first of- 
fered, the mailing list comprised ‘AA / ] q * 

249 set-owners. Three months later V A / atel OO Was WO! } 
the list had multiplied to 1,005 and , . 
continues to grow ata rate of about e 

10 per cent a week. 

More than 2,000 home receivers 
ire served by the NBC station here 
By checking the NBC mailing list 

weekly program charts against 
several lists supplied by distribu- 
tors of television receiving sets, Mr 
Morton learned that only about half 
of the set-owners request program 
charts. This knowledge leads him 
to his figure of the estimated audi- 
ence, which is considerably higher 
an most similar estimates. 
Mr. Morton declares that 89.8 per 


PLAY HAS ASSUMED a vitally important role 
in modern American life. Apart from its long 
recognized therapeutic value, it has attained 
a social significance of incalculable power. 


cent of all television receiving sets 
sold in this area are in private 
es, With the remainder in the- 


It isan instrument of crime prevention and 
reform, It is an integral part of our educa 
tional system. It weaves itself throughout 


AG : 
iters, hotels and other public places Av ¢ business, family life, friendship and love. I 
He estimates the average evening 47 = is our hero mill, our last faint grasp on ro 
V 
ludience at 8,000 people. = mance, our beckoning avenue of escape 
Set owners on the NBC mailing A\\ 
' 


SS In an age so dominated by sport, it is diff 


cult to believe that young children must be 
Fe EIGHTEEN YEARS AGO The Cleveland Press 
SHOE | started its first marbles tournament; and 


that very year it became a national event. 
Today 60,000 Cleveland children com 


. pete, and it is estimated that the entries 


taught to play. It would seem that play ts 
instinctive. But there is nothing instinctive 
about taking turns, obeying rules, foregoing 
the impulse to cheat, winning without offen 
AND siveness, losing without rancour. These are 


of the essence of play and they must be 
throughout the country are about 


taught at an early age 
2,000,000. 


Phe Cleveland Press teaches play through 
the boys who hot-foot to vour desk | THE TOURNAMENTS are usually sponsored 


operators who duplicate your copy , . —_— . ofesin anizn- 
‘lastaff consists of specialists, The 02¥ the public schools; but civic organiza 
eclalize in getting around Chicago's tions such as Kiwanis Clubs, Rotary Clubs. 


ng district with uneanny speed 
the American Legion, and the Boy Scouts 


the one game a very young child can play 


marbles. That seems like a rather simple 


pastime to engage the resources of a great 
it the cameras use a highly de 


“kill in getting true values plus 
es on your stat jobs. Use them on 
one. Phone Whitehall 7575 


newspaper. But marbles is not a simple 
frequently run the show. game as it has developed under the guidance 


t > s < ‘ < 
ATLAS Photo-STATS LOCAL WINNERS meet in five sectional tour- of The Press. If you could see the accuracy 
‘ ‘ oto. ‘ 


: of the standard seven foot circle, if you 
naments-—-one at Madison, Wisconsin, one ‘ 


at Stroudsburg, Pennsylvania, one at Gulf- 
port, Mississippi, and two at Wildwood, 
New Jersey. One hundred and eight local 


winners competed in the 1939 sectional 


\ SC RIPPS-HO 


championships. There were bicycles and 


on the marble fields of Cleveland” 


| FROM A LETTER TO THE CLEVELAND PRESS F- 


could sense the earnestness with which tiny 
competitors insist that shooters be measured 
with micrometers, if you Could see the hops 
and back-spins and English which a seven 
year-old can put on his glassie, you would 
realize that marbles can epitomize all 
grown-up-play, 


How the children of Cleveland love their 
class, school, and sectional tournaments! 
How the excitement mounts as they qualify 
to compete for the city championship! For 
the city champion goes to Wildwood, N. J., 
as a guest Of The Press to compete in the 
great national marbles championship 
which Phe Press started and has maintained 
so that the benefits of organized play might 
be realized better throughout the entire 
COUTILTYS 


Phe parents of Cleveland’s marble play 
ers understand and appreciate the signifi 
cance of The Press's marble tournaments 
They see their sons grow civilized under 
the benign influence of organized play 
Appreciation — understanding — gratitude 
these are the things that give a newspaper 
Power—power to do good: power to move 
goods. 


The Cleveland Press 


WARD NEWSPAPER 


wrist watches for prizes and a gold crown 
set with marbles and a trip to the World's 
Fair for the Marbles King. 


NATIONAL ADVERTISING DEPARTMENT OF S¢ 


ve MICHIGAN AVENUE 
mr L* SALLE STeeet 


MEMBER OF THIF UNITED PRESS OF THE ALDIT BUREAT 


Chicago San Francisco Los Angele« Memphi- Detrou 


RIPPS-TIOW ARD NEWSPAPERS, 250 PARK AVE. NEW YORK 
Philadelphia 


OF CIRCLLATIONS AND OF MEDIA RECORDS, ING 
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ADVERTISING EXPENDITURES PER FAMILY FOR NETWORK TIME Citrus Frost May 


Cripple Florida 
Advertising Plans 


New York, Jan. 31.—The half. 
million dollar advertising program 
of the Florida Citrus Commission 
| stood in danger of severe disruption 
this week as reports of crop damage 
resulting from the unseasonab| 
cold wave reached here. 

According to Arthur Kudner, th¢ 
agency on the account, no definit 
estimates of the citrus crop loss ars 
yet available, although unconfirmed 
| Summers speak of ruination as high 


™ Promotion 
Review 


Our vote for the cleverest and 
 - most effective piece of the month 
—_ in scoring a point goes to American 
Home’s “Carolyn Smith” letter. 
Sent out in a small baronial en- 
velope, the mailing consists only of 
2 a letter from Carolyn Smith to 
rh American Home, and a copy of the 
Be reply. The effectiveness lies in the 
fact that Carolyn is apparently 
eight or nine years old, and her 


:: ss letter, on “Ducky Doodle” child as 90 per cent in some areas. Some 
a. stationery, says: “American Home lidea of the economic catastrophe 
z Dear American Home, May I win | Which has hit the state may be 
‘ au Soja Henie doll by Selling Sub- | gleaned from figures on the loss in 


scriptions.” Which query gave 
Henry L. Jones a swell opening for 
a letter pointing out that American 
Home has no child salesmen and 
gives no subscription sale premi- 
ums. “But,” he writes, “we did 
want you to have the Sonja Henie AMERAGE Tite GALES PER RADND FaasiLt . 
doll. So Sonja is on her way to OS \ 


t ) Sy \ 

: $240-$2 3.20-$3.40 POON os 
you. Please give her a_- good ‘ - — $ XS 
home.” 9240-8280 b240-s340 


| vegetables alone. A temperature loy 
of 24 degrees in Dade county pale a 
the entire crop, valued at between 
$7,000,000 and $10,000,000. 
Although the Citrus Commis- 
sion’s advertising is in a virtual 
| State of suspension pending more 
definite information, curtailment of 
much of the schedule is certain 
since the promotion fund is derived 


~ SOUTH CENTRAL 
REGION 


e 0.4 N from a tax on each box of fruit 
: tn: i $2.00-$3.00 [77] ss00- 9400 . | shipped. Kudner spokesmen pointed 
True Story has begun mailing of | fo Til. jout that except for some commit- Sam 
4 Stes OF Seem reper | |ments where color is involved, ad- i 
called, “Resume of National Re- In its annual report for the year ended June 30, 1939, which has just been released, the Federal Communications Com- _justment of the advertising should — 
sources Committee Findings, in| mission showed this geographical breakdown of average time sales per radio family. not be too difficult inasmuch as the “Ta 
which various phases of the com-| ! Commission uses highly flexible 
mittee’s report, taken from “Con-| retailers is demonstrated by an un-| outside of New York is as big and|after page successively, the mes-| schedules. Is I 
sumer ye sapped in 4 United | obtrusive footnote to a brochure on|important as the New York City|sage unfolding at the same time, a Tc 
States,” are covered week by week. | the silver flatware buying habits of | market. until you find yourself with a full and 
Photo-offset on goldenrod stock,| prides which has just been sent tos # seven’ pages Be rw dai, teiee Lee Jones Agency lead: 
legal size, no effort is made to dress|out. “A copy of this statement,’| Henry Dupre, special events di-|the top in what might be called a Adds Executives pape 
the material up, although the short| says the last page, “has been|rector of WWL, New Orleans, is the | southe: isterly direction. If you don't Four additions to its staff hav: Febr 
discussions of the statistical find-| mailed to America’s finest silver-| subject of the station’s latest mail-| get the idea, get a copy yourself| been announced by Lee Jones Ad- ‘2 
ings are highlighted in quick-read-| smiths and their advertising agen-| ing piece, which uses two colors, a|and try to describe it in print. vertising Service, Santa Fe, N. M. be 
ing charts. cies, and to House & Garden’s list|dozen photographs, and very little * * #* Joe Clark, formerly with the Eve- Plun 
7 Om of 1,136 leading jewelers and de-|type to tell how Henry garners lis-| WBT, Charlotte, recently issued |]!'"9 News, Southbridge, Mass., has lishe 
The manner in which House & 


; been appointe ani * of ace s 
> 2 ‘ partment store buyers of silver-|teners for the station with his un-|  planographed folder called, “More ry dg mor pom nod fromm 
= Garden works with and through) ware.” usual broadcasts and stunts. \Sales to Sodbusters,’ which it|ton, Tex.. becomes art director. 

, ‘ # dressed up with a center band later, Major Charles T. Vandervort, Los 

| : . , ; «> | ° ° ' an ‘ ran . : 

A ING SERVICE. Using a magnificent aerial view One of the most intriguing mail| announcing: “Since we went to|Angeles, has been made director of 

MA L \of New York for an overall front) pieces we've seen in a long time is| press, Variety gave us their 1939 Cee: = nmi 

’ | : ” as s " " s 3 WwW «OYTé ) 

and back cover, WABC has issued|that sent out by KMPC, Beverly| farm service award. phar tags Mae a ats ‘cae 

an attractive and = “= egg oe ." esa “9 s 2 « promoted to assistant agency direc- 
. ‘e > y > \ ’ { Ss » oe 4 1 a . . 
chure designed to show that its| full time operation beginning The Daily Oklahoman and Okla-|tor. 


| coverage New York is “ r 2115. J innocent enough lookin otha 
THE LETTER SHOP, Inc. nes ‘eS of ‘. i only we me 7 ps a iling a 6 ait ing | homa City Times have issued two 
ye ginning oO Ws marke coverage 1lra-Class a 21ece a 
= 440 So. Dearborn St. Wabash S655 B B B 


SOK | ; interesting promotion pieces. One i 
sei CHICAGO that its primary listening area|inches square, it folds out page|, — ; Ss P ee , I , ; Named BBDO Time Buyers 
oN AG is an attractive booklet given to Chester C. Slaybaugh, formerly 
ie visitors to the plant, explaining| with the Central National Bank, 
% how a newspaper is made. The| Yonkers, N. Y., and Joe Hornsby, 
: a is a brochure reproducing 49| formerly in the marketing depart- 


a 


Multigraphing —- Filling-in 
Addressing - Mimeographing 


advertisements which originally ap- | ment, have been appointed assistant 
é 3 | peared weekly during 1939, telling | time buyers of Batten, Barton, Dur- | 
& ; an institutional story of the opera- | Stine & Osborn, New York. They ty 
~ tion of the papers. succeed Eldon Hazard and E. . 
Schuyler Ensell, who resigned re- 
7 ee cently. 


Unusual attention value is gained 


|for a New York Herald Tribune | Names J. R. Kupsick 
|promotion piece containing the pa- Credit Management Bureau, New \ 
|per’s sales story as an advertising Yost. tens appointed JR. Kupsick - 
medium for magazines, by a cover Advertising Agency, New York, to 
composed of two 814 x11 inch sec-|girect its account. Metropolitan 
| tions of regulation newspaper mats. | newspapers are being used. 
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_en INDUSTRIAL EQUIPMENT HEW \ 
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a oS se teresa. He Sievers hess Ge Meee -S Seocess Makes It Pay | =o 
: FULL COLOR ° 
ai = ‘ “olors and Monotone. Minimum Space 0 Anes, ] 
Bee INSE anon ee ot tn ” SPACE Dest hs a | To Advertise e 
” 13 3 inserttons See Sicount nm t9 Tisue nee Btnount ‘ 
1 te Se acetone. 18% diseceet Sees tncnee’ nee Ss ineeeat | Returns from IEN's current verifications are now coming yy 
SUNDAY COMIC SECTION in and a tabulation of 8,000 returns already received v/ 
3 Rack Ane o-coLen - INSERTION DISCOL NTS gives the following evidence of READER SHIP. f 
f Matt page 330 h op 13 insertions p. + scree te 
’ Ine-third page rte eo 26 insertions iscoun 
‘ One-fourth page se 26 of more insertions 15% discount 86.4°/, Read IEN Regularly 
oh AY MAGALINE erste 13.0°, Read IEN ow 
Wee Colter: Minin am space 1.000 lines 1 color and black 0 6°, Read IEN Rare y 
or spot, $100.08 extra. 3 colors ana and “Segistet oF ew + 
% spot. $109.00 extra a ntl ° 51.8°/, Route Issues to Others 
% a eee 93.1°%, Use IEN for Finding, Specifying and Buying 
on Current Operating Needs. 
+ * Pp . : ' Advertising spotted where buyers look for current re- 
een * gain these newspapers take a pioncering step that means greater service : ' 1 j r| it cos? 
ne to the advertiser. In making added color in the black-and-white, roto- quirements - productive .. . particule Y when 
gravure, magazine and comic sections available to you at cost, we are pro- only $79 to $85 an issue. 
ceeding on the theory that color is a selling inducement working to our - 
advantage as well as yours, and therefore should be made available to you DETAILS? Write for the "IEN PLAN. 
The for exactly what the additional operation costs. Are you interested? 
NATIONALLY REPRESENTED BY INDUSTRIAL EQUIPMENT NEWS 
# . . ° 
¥ THE BRANHAM COMPANY Thomas Publishing Company 461 Eighth Ave., NYC 
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FOR MAN AND BEAST 


SIX FEET-TWO 
BUT THEY CALL 
HIM 


“SNOWFLAKE™ 


\! ZZ 
Z 
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DAN DRU FF 
Offends Good Taste 
Robs Many of Hair! 


Sample of striking illustrations in new 
copy for Glover's Mange Medicine. 


“Today’s Business” 
Is New Digest 


Today’s Business, digest of news 
and comment from the country’s 
leading trade, financial and business 
papers, has made its debut with the 
February issue. Headquarters are 
it 155 West 46th street, New York 

The new pocket-size paper will 


be issued monthly. A. Newton 
Plummer, Jr., is editor and pub- 
lisher 


Lepsey Appointed 

Protective Covering Company, 
Bridgeport, Conn., has appointed 
Lepsey Advertising Agency, New 


ness papers and direct mail will be 
used. 


‘A GRACIOUS HOST 
FROM COAST TO COAST 


Drake 


«<)> 


1 


‘ ma 
-~ 


| 3 The 
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own flouse 


’ 
= f- 


Belleview Biltmore 


= J 


Hl 


A. S. KIRKEBY, Managing Director 


KIRKEBY 
~HOTELS 


Haven, to direct its account. Busi- | 


Glover Copy Goes 
Humorous; Budget 
Increased by 20% 


New York, Jan. 31.—To remove 
any lingering doubts about the effi- 
cacy of Glover’s Mange Medicine 
for such human ills as dandruff 
and incipient baldness, H. Clay 
Glover Company has boosted its 
advertising budget by approximately 
20 per cent, and has discarded its 
usually conservative copy in favor 
of a new campaign of semi-humor- 
ous human interest material. 


Copy will run in one column or|land’s, Household and McCall's. 


smaller space generally, and will 


feature cartoon-type illustrations | ties of Glovers, compared with the 


and light-hearted copy, with prin- | “tonic” 


qualities of other products, “Wi ” . 
cipal interest centering on otherwise is made in the advertisements. “Tell ind Tie-up 


faultless males who are suffering} him about 
from “white collars.” cine,” copy 


To Stir Wives’ Interest 


Insertions addressed primarily to) for the 


these unhappy males will appear in} what its name implies . 


a list including American Magazine, 
Collier's, Farm Journal, Liberty, 


Glover’s Mange Medi- 


cine of positive therapeutic value.” Hicks 
Donahue 


that it is exactly 


~ | bearing names taken 
. a medi- 


ters in the play. 


& Coe is the agency York, has the account 


Life, Maclean’s, and The Saturday | handling the account 


Evening Post. Another portion of 


the campaign, designed to stir the NAB Post to Billings 


interest of wives to the point where we 
they will make their husbands do Ford 
something about it, is scheduled 
for Canadian Home Journal, Hol- 


Billings, manager of sales|Company _ has 
at Stations 
Wayne, Ind., 


| Cleveland 


Sporteens, Inc., in 


Sporteens, Inc., has completed a 
addressed to women)! deal with Metro-Goldwyn-Mayer 
. ° . ir ras y 7 . © 
says—“how radically it differs from | Pictures, Inc., for a a 
: . £ . tie-up with “Gone With the Wind. 
gaily perfumed alcoholic toiletries | ,., > aecle Yel 
The company will advertise 
from 


promotional 


Advertising Agency, 


Gets Grand Ranges 
Co-Operative 
appointed 
WOWO-WGL, Fort! Fisher & Kirk, Inc., Cleveland, to 
has been named chair-| handle an advertising campaign for 
man of the sales managers’ division| Grand ranges, starting 
of district 


eight of the National] sheet posters in February. 


of Broadcasters Stashower is account 


executive. 


with 


Sept30-39 over'35: 


The publisher's statement for 
the 6 months ending Sept. 30, 
1939, shows Oregonian circu- 
lation as follows: 


DAILY 


124,588 


SUNDAY 


158,758 


A case for the medicinal proper- | Association 
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OREGONIAN CIRCULATION is Power Circula- 


tion. Power that comes from steady, natural 
growth, devoid of the false stimulation of 
premiums, contests or consolidations. Power 
that is the result of ever widening Reader In- 
terest in a newspaper that has become an in- 
stitution of information and service in its 90 
years of publication. 

For advertisers who seek increased 1940 
sales in the prosperous Oregon Market, The 
Oregonian presents an unusual opportunity 
through its complete, balanced coverage of 
Oregon and Southwestern Washington. 


Sales Power 


Time and ume again The Oregonian has 
demonstrated its ability to get cash register 
results for advertisers. Consider these few 
examples and ask our national representa- 
tives for more: 


From six square inches of space devoted to 


radios in its general advertisement in The 
Oregonian, a Portland department store re- 
ported the sale of 80 units on the day the 
advertisement appeared. 

A 2-column by 10-inch Oregonian adver- 
tisement sold 10 electric refrigerator units 
totaling more than $1400 on the day of the 
advertisement’s publication. 

A Portland jeweler using The Oregonian 
exclusively reported the sale of more than 
$900 worth of watches on Monday following 
the appearance of his 3-column by 15-inch 
advertisement in The Sunday Oregonian. His 
Christmas business was 50% ahead of previous 
year, when he was using two newspapers. 

Remember that the Oregon country is rich, 
responsive; that The Oregonian is the domi- 
nant newspaper, with daily and Sunday cir- 
culation at a new high. To get your share of 
the sales in this progressive, growing, pros- 
perous area use The Oregonian. 


‘THE OREGONIA 


The Creal Newspaper of The Wes7~ 
PORTLAND, OREGON ~ 


National Representatives: 


PAUL BLOCK & ASSOCIATES 


New York + Chicago+ Boston + Detroit + Philadetphia 
Cincinnati 


San Francisco + Los Angeles + Seattle 
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ADVERTISING AGE 


February 5, 1949 


Two Heads Better CARSTAIRS AD CHIEF 


Than One, Theme 
of Shaver Copy 


New York, Feb. 1. The adage | 
that two heads are better than one | 
has been made into merchandising 
capital by General Shaver Corpo- 
ration, with the disclosure this week 
that the Remington Rand subsidiary 
is grooming a two-headed instru- 
ment, known as the Remington 
Dual Close Shaver, as the field’s 
first important new development 
for 1940. 

Resembling the widely advertised | 
Close Shaver except at the cutting 
end, the newcomer is being put into 
distribution with details on con-| 
sumer promotion awaiting approval. 
March has been set as the tentative 
date for Dual’s debut in newspapers 
and magazines. 


Stress Jiffy Shaves 


According to Batten, Barton, Dur- | 
stine & Osborn, the Remington 
agency, advertising emphasis will 
probably be placed on experiments | 
conducted by the U. S. Testing 


Company, well known laboratory., Glenwood to Invade 


In these tests, it is claimed, perfect | > : 
shaves were recorded in 90 seconds | National Range Field 
flat Glenwood Range Company, Taun- 
"ie Poe . wncenq | ton, Mass., which has confined mar- 
Rt hay A a operations to the Northeast, 
a ! oa ’ “| Will enter the national field with its 
cooperative advertising mats which new line of Gloramic gas ranges. 
will be made available to retailers! Ww, A. MacDonald is sales manager | 
feature this point. “Now you can|and C. W. Merriam, advertising di- | 
try Remington’s 90 second shaver— | rector. = 
tested and approved by the U. S. An advertising schedule has been | 
"act; . any te g sical placed in The American Home, | 
a Prt ya" | Good Housekeeping, House and 


- , |Garden, House Beautiful, and Wo- 
trations depict scenes in the labora-| man’s Home Companion. Dealer 


tory where the experiments were | cooperative advertising will be used 
made. in newspapers. 

The 
$15.75. 


been ap- 
pointed advertising and sales promotion 


G. Allen Reeder, who has 


of Carstairs Bros. 
Company, New York. 


manager Distilling 


new shaver is priced at 


“Tatler” to Bow 


The Tatler will make its bow in 
Chicago Feb. 25,as a monthly maga- 
zine devoted to the theater, shops, 
restaurants and fashions. Distribu- | 
tion will be through two air lines, 
clubs and hotels. Dorothy C. Mitch- 


ell, formerly with the New York 
Mirror and Chicago Tribune, is 
editor. Offices are at 360 North} 


Michigan avenue. 


The Free-Spending Mood 
of DISCOVERY! 


ACH WEEK 57.000 free-spending families “scout through CUE.” 
EK seeking alternatives for the satisfying use of their leisure. 
Thumbing its pages. they weigh the relative appeal not only of one | 
play against another or one restaurant against another. but of one | 
play against one motion picture, a hockey game against a concert | 
or a radio program or a Town Hall lecture, a week of skiing in | 
Canada against a Caribbean cruise, a visit to the lridium Room or | 
the Sert Room against an evening at the theatre or a country week- | 
end. 


When people read CUE they are in the mood for discovery: no one | 
picks it up except to find out how to spend money, CUE’s invari- | 
able message is “Go! ... Spend money! ... Enjoy yourself!” That's 
why CUE is a unique opportunity for alert advertisers. | 


* 


This free-spending mood of discovery (plus the affection and con- 
fidence of its expanding readership) explains why CUE has long 
been getting remarkable results for hundreds of firms that can 
afford to advertise only as long as they trace new business to their 
advertising effort. 


Growing recognition of CUE’s advertising vitality brought a 59°, 
linage gain and a 98°, 
while cireulation increased 62°, 
56.400 a year later). 


(from 34.810 on Dee. 31. 1938 to 


SIX EAST THIRTY-NINTH STREET, NEW YORK CITY 


Guaranteeing 60,000 wina est for 1940 


net paid A. B. C. 


dollar volume gain in war-clouded 1939, | 


—— 


Getting Personal 

Will Johnson of Vick Chemical Co. was asked at the recent New 
York meeting of the American Marketing Association to conduct the 
drawing for attendance prizes. The first card he drew bore his own 
name, but he didn’t get one of the bottles of Schenley’s Bacardi 
offered as prizes, for it had been 
specified that the first two cards 
would not win. William Riegel, 
of The New Yorker, and John 


Esty, of Wm. Esty & Co., were 
the lucky winners... 


DOUBLES AT THE MIKE 


Take a tip from this corner 
and don’t play poker with Homer 
Rockwell of Macfadden Women’s 
Group. A few weeks back he 
drew two cards to a “high school 
flush,” the ace, king and queen 
of hearts, and came up with the 
jack and ten of hearts for a royal 
flush. Whattaman!... 


Marrying the boss’ daughter 
is supposed to be the smart thing 
to do, but what about marrying 
the boss’ best customer? That 
actually happened recently when 
Reggie Schuebel, radio director 
of Biow Company, wed John H. 
Ballard, prexy of Bulova Watch 
Co. The honeymoon site will be 
Hawaii when both can find time 
to escape from the office. . . 


N.  Silton, 


Jason advertising manager, 
Grossman Lumber Company, Quincy, 
Mass., sees to it that his firm's radio pro- 
gram over WMEX is announced as it 
should be—he does it himself. 


Raymond Rubicam, board chairman of Young & Rubicam, re- 
cently gave away daughter Jane in marriage, the recipient being a 
Yale senior. . . Alfred J. McCosker, president of Station WOR and 
chairman of MBS, is spending a month in Hollywood as the house 
guest of Rudy Vallee... 


Holding sales meetings via long distance telephone is becoming 
increasingly popular. Latest to employ the stunt are K. H. Seidel, 
a.m., and A. William Herbst, s.m., Oldetyme Distillers. They liked it 
well enough to plan to use a wire hookup again... 


Carl Kulberg, of Crowell-Collier Publishing Co., produces an 
editorial feature regularly carried in This Week. Now this series has 
been printed in book form by Phillips-Ridgeway as a collection of 
strange facts about animals. The title is “Stranger than Man”... 


George Ross, in his New York World-Telegram column, reports 
that Stuart Peabody, advertising director of Borden Co., dreamed up 
the “Elsie the Cow” campaign and named the animal. He adds that 
Mr. Peabody’s sister-in-law isn’t speaking to him any more. Her name 
is Elsie. . . 


One ad executive who doubles in brass is Tom Wallace, executive 
v.p. of Russell M. Seeds Company. His client, Brown & Williamson 
Tobacco Corp., sponsors a radio show called “Uncle Walter’s Dog 
House,” and Wallace plays Uncle Walter. Between broadcasts this 
week he flew to California and back in the interest of B & W... 


Jack Goodman, a.m., Simon & Schuster, is $25 richer following 
the selection of his campaign for Thomas Craven’s “A Treasury of 
Art Masterpieces” as the best on behalf of a trade book in a contest 
staged by Publishers’ Weekly and Publishers Adclub. His company got 
a plaque... 


Gen. A. F. Lorenzen, publishers’ rep., and Harris Peristein, Premier- 
Pabst president, were among the 24 Illinois men named by Gov. 
Horner to the Illinois Development Council created to promote the 
“industrial, agricultural and recreational advantages of the state.” .. . 


William Polje, victorious after a bout with Old Man Pneumonia. 
is back in harness as advertising and sales director of the Terre Haute 
Brewing Company. Another Terre Haute gentleman, Andrew C. 
Kiefer, g. m. of the Tribune-Star, has heaved anchor for a 57-day 
cruise through the Panama Canal to Hawaii. . . 


Henry Lee, prexy of Simmons-Boardman Pub. Co., got his name 
in the paper the other day. Reason: Mr. Lee, vacationing in Florida, 
was among the select few to catch a fish more than seven feet in 
length in the annual West Palm Beach silver sailfish derby. . . 


John Alden, former account executive with Campbell-Ewald in 
Los Angeles, set some sort of a record recently when he opened his 
own agency, landed an account and launched a network show—all in 
the same day. . . Newspaper and radio interests will stage a Los An- 
geles merger Feb. 10, when Henry Gerstenkorn, mdse. director of Don 
Lee Broadcasting System and Grace Chapman, of Paul Block & As- 
sociates, sign a pact for life. . . 


Harry Coleman, publicity director for Hays MacFarland & Co.. 
Chicago agency, is in Masonic Hospital as the result of a dive through 
a windshield 


Friends of Chick Reincke, of Reincke-Ellis-Younggreen & Finn, 
Chicago agency, are receiving a box labeled, “A New Sweet.” Inside, 
in addition to a popular candy bar, is found the announcement of the 
arrival of Ruth Ann Reincke on Jan. 23. The young miss is named 
for her mother 


Credit for the big turnout expected at the Feb. 5 open house 
meeting of the Publicity Lodge No. 1000, F. & A. M., advertising men’s 
Masonic lodge, should go to Roy Pollock, promotion manager, Faw- 
cett Publications, and Wesley Jones, Macfadden Women’s Group, who 
were in charge of publicity for the affair 


Happy tidings for 1940 emanated from Dekalb, IIl., this week 
when Cyril Farny, vice-president and manager of the Dekalb Divi- 
sion of Rudolph Wurlitzer Company, revealed that piano sales last 
year shot upwards more than 90 per cent over the previous year. . . 


A Washington, D. C. liquor dealer, S. Eig by name, is $10,000 
richer this week thanks to American Can Company's Treasure Chest 
contest. He was awarded first prize in the $200,000 competition 


Instead of the conventional “wall-hanger,” 
Company's new dealer calendar is a brilliant mass of color action 
this year. Creators of the multi-colored job were Richard Hoffmann 

; and Frank H. Bercker, members of the Advertising Art Studios, Mil- 
waukee. . . 


Allis-Chalmers Mfg 
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Thompson Depicts 
Colorful Chores 
of U.S. Air Fleet 


Cleveland, Feb. 1.—To identify 
| the company even more closely w \t 
|}one of its chosen markets, Thomp- 
|son Products, Inc., manufacturer 0 
|automotive and aircraft parts, 
|issued an aeronautical calendar, 
‘of the most unique and expensi\, 
|}ever produced. The calendar, 
|in color on all 12 of its sheets, c 
ries this introduction on the front 
| piece: 
| “We salute the air forces of 
| United States and the great indus- 
|tries of our nation that have gi 
{them wing and motor.” 


Craft Identified 


All 12 illustrations came from the 
celebrated brush of Charles H. Hub- 
bell, who combined his thoroug 
technical knowledge of aircraft wit) 
an appreciation of the beauty of na- 
ture to produce striking paintings 
showing every phase of the work of 
Uncle Sam’s air fleet. The craft ap- 
pearing in each picture are identi- 
fied in type for the benefit of thy 
uninitiated. 


Expect Heavy Demand 


Fred Witt, advertising manager o 
Thompson Products, Inc., antici- 
| pates such a lively demand for thy 
handiwork of Hubbell that he has 
had the lithographer make up 
| limited number of special art panes 
of the 12 illustrations which will b 
sold. Edwards & Deutsch Litho- 
graphing Company, Chicago, pro- 
duced the calendar for Thompson 


Lee Plans Schedule 


Frank H. Lee Company, New 
York, will use newspapers and 
magazines in the spring and fall fo: 
its men’s hats. Regular insertion: 
will be placed in Collier’s and Th« 
Saturday Evening Post and in 16 
| college dailies. Outdoor posters ar 
jalso being’ used. Bermingham 
| Castleman & Pierce, New York, 
the agency. 
| 


Jameson Names Haas 


B. Balfour Haas, who resigned 
recently as assistant advertising 
manager of Oldetyme Distillers 


Inc., New York, has been appointed 
advertising manager of Willian 
Jameson & Co., New York. It was 
incorrectly reported in ADVERTISING 
AGE Jan. 15 that Lionel Marks had 
assumed the position. Mr. Mark: 

| president of Jameson. 


Association Joins ANA 

Pennsylvania Grade Crude 0i! 

| Association, Oil City, Pa., has been 

|elected to membership in the Asso- 

lciation of National Advertisers 

| J. E. Moorhead, executive secretary, 

will represent the association in 
\the ANA. 


Gets Naylee Account 

Naylee Chemical Company, Phila- 
delphia, manufacturer of Rainbow 
bleach and disinfectant, has placed 
|ite account with Harry Feingen- 
|baum Advertising Agency, P! 
|delphia. Meyer A. Cohen is 
count executive. 


THE NORTHWEST'S LEADING RADIO STATION 


KSTP 


i 


50,000 
WATTS 


NBC BASIC RED NETWORK 


MINNEAPOLIS & ST. PAUL, MIN® 
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U.S. Baby Bonds 
Offered as Prize 
Lure in Radio Quiz 


New York, Feb. 1.— Continuing 
the trend toward cash giveaways as 
a radio audience building device, 
Curtiss Candy Company will launch 
a new quiz contest, called “Cash | 
on Delivery,” featuring three | 
weekly prizes of $100 United States | 
Treasury baby bonds. The pro- | 
gram’s debut is set for Feb. 14. 

One bond will go to the member 
of the radio audience who submits | 
the “bonus question,” a second to 
the Curtiss dealer mentioned in the 
letter bringing the winning ques- 
tion, and a third to the contestant 
picked from the studio audience 
who supplies the correct answer to 
the question. 

Other cash prizes will also be} 
awarded to members of the studio | 
audience who answer correctly 
questions sent in by the listening 
audience. “Cash on Delivery” will | 
be heard at the outset on a five-| 
station network of the Mutual 
Broadcasting System from 8:00 to 
8:30 p. m. on Wednesday. The num- | 
ber of stations may be increased | 
later. Hellwig-Miller Company is} 
the agency. | 


Spam Program Extended 


George A. Hormel & Co. has ex- | 
tended the contract for “It Hap-| 
pened in Hollywood,” effective in | 
April. In behalf of Spam, the pro- | 
gram is broadcast daily on 37 CBS | 
stations from 5:30 to 5:45 p. m. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Shift Daytime Shows 


General Foods Corporation has 
shifted its dramatic serial, “Joyce 
Jordan—Girl Interne,” formerly 
heard daily from 3:00 to 3:15 p. m., 
to 2:15 to 2:30 p. m. The show is 
heard on 53 CBS stations. Corn 
-roducts 
moved “Society Girl,” another daily 
serial, into the time vacated by the 
General Foods. serial. Formerly 
heard from 3:15 to 3:30 p. m., the 
drama is broadcast on 46 stations. 
Young & Rubicam directs the Gen- 
eral Foods account and Hellwig- 
Miller Company, the Corn Products 
account. 

Phillips Adds Serial 

Charles H. Phillips Chemical] 
Company has launched another 
dramatic serial, “Amanda of Honey- 
moon Hill,” to be heard daily in be- 
half of Haley’s M-O and Cal- 
Aspirin. The new show is aired 
from 3:15 to 3:30 p. m. on 45 sta- 
tions of the Blue network of the 
National Broadcasting Company. 


Blackett - Sample - Hummert is the | 


agency. 
To Launch Dutch Boy Quiz 
National Lead Company will 
launch “Answer Auction,” another 
audience participation program, on 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Refining Company has} 
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FIRST PERSON PLURAL 
SEEIN’ DOUBLE 


1 LICK 
TAITLE-TALE 


Patman Looks for 
Early Action on 
Chain Store Bill 


(Continued from Page 1) 
effort, and it is conceded in Congress 
| that, although there is no great bloc 


Vow con soe get fete Mapthe © he 


ing his proposals is likely to see 
him again a victor. 

The Texan told ADVERTISING AGE 
this week that, since the Ways and 


store measure within the next 


month or so, he is convinced that 


+1 RICHER Means Committee has decided to 
GOLDEN SOAP ‘= give him a hearing on his chain 
AND NAPTHAY = \= 


| the present session of Congress. 


You com get Fels-Mepthe’s extra Wherever you've been using box soap 
help any and every ~~ 1 put the mew Fels Neprhy net 


mee He Fagg dg By mgt, xe audio Says People Are Aroused 

yew get cher golden snap combined | 

with thet wondertul durt an . . . 

tha! Use the ba for bar sap nt, Sew | “My mail,” he said, “indicates 


herd rubtong) See how gorgemualy white 
end wwret it gets your clothes. And 


|that the people of the country are 
aroused about this situation, and 


os wa. omsees WWEREVER YOU USE 


| £ yy r¢ > isl: i ‘ y 4 
provement | th it they w int legis! ition along the 

mUNneNER YOu ese peus-uanmees S00? Cass |lines of my bill. 
BAR-SOAP- USE * car He said he will seek to amend his 
FELS-mApTaA SOAP present bill so as to include gaso- 


line filling stations in the types of 
|chains to be taxed under the pro- 
visions of the measure. 

“Every town in the United 
| States,” Rep. Patman said, “has a 
heavy tax on circuses. The reason 
for this is not primarily to raise 
revenue, but to keep circuses from 
| coming into town, because they take 
all the money and leave the town 
without any benefits. It’s the same 
with chain stores, especially inter- 
| state chains. 
| “There is one good town in every 


BANISH “TATTLE-TALE GRAY” WITH 
FELS-NAPTHA—BAR OR CHIPS 


The products do the talking in the first 

strip copy thus far utilized by Fels- 

Naptha in national magazines. Young 
& Rubicam is the agency. 


| 


'Feb. 15 for its Dutch Boy paints. | County in the United States. There 


The new show will be aired on 12|#re 3,700 counties. There are con- 
stations of the Pacific coast network | CTete highways leading to the county 
of the Columbia Broadcasting Sys- |S¢@ts, Which usually are the best 
tem on Thursday from 10: 15 to| towns in the county. 
10:45 p. m. Erwin, Wasey & Co 
handles the account. 


Aim at National Control 


“The goal of the chains is to get 
control of the retail outlets in these 
Gurrier Studios Opens ;county seats and thus control the 

Frank Gurrier Studios, Inc., com- | ation. Part of the scheme is to 
mercial art, has opened offices at) sell the country on a national sys- 
18 East 41st street, New York tem of branch banks, all of which 


, Will be controlled in New York. 


| there will be no local banks, no lo- 


tale gray hasn't @ chance — when the form. tow ' Hushier chape thet work wor ‘ . 
noiatnmierte | Selswahmtcrwn. | | Yet formed in support of his chain 
[woe hl aoe store tax plan, his tenacity in push- | 


| the bill will become a law during} 


“When tl heme finally devel Carstairs Bros. Names 
en this scheme finally devel- 
ops, if it is allowed to develop, Allen Reeder as A. M. 
G. Allen Reeder, formerly adver- 
ical insurance agencies (because|tising manager of Zonite Products 
| the chains will have their own New | Corporation, New York, has been 
|, York controlled insurance compa- | appointed advertising and sales pro- 
nies), and no printing will be done moten Manager of Sasereste Broth- 
neatly (hecemee the chains wini "= Distilling Company, New York. 
. Page: | He succeeds R. H. Coffin, who re- 
control that from a central printing | signed recently to join Sherman K. 
plant). Community life, in effect,| Ellis & Co.. New York. 

will dry up. : 

“Even if the interstate chain | Analyze Canadian 
| stores save consumers money, which | ° ° 
I deny, it is economic folly to save Lrade Circulations 
$1 as a consumer if you must pay Technical Advertisers Association 
1$4 as a taxpayer to meet the dam-/| of Toronto has issued a 102-page 
ages. volume, “Canadian Circulations of 
United States Trade, Technical and 
Business Publications.” 

The book shows the total circula- 
tion in Canada of each paper in 99 
industrial or tradg classifications. 


Lists Chains’ Faults 


“The chains are the cause of the 
unemployment of today, in my 
opinion. We had no federal relief 
until the country was drained of ins 
its money and the local, independ- Tracy Jo ae B & B 

ioe: ‘ sea | William B. Tracy, for the past two 
ent businessman so weakened that| oo {) hm Arthur Kudner. 
he could not support the commu- |i, 2"* a ee ey ae 
er Mbe- SsuPI New York, and the former presi- 
nity. : j;dent of Tracy Parry, Philadelphia 

Under the Patman bill, the first | agency, has taken an executive post 
nine stores in any chain would be|with Benton & Bowles, New York. 
exempt. Each store in a chain of 
between nine and 500 would pay a 


relatively small tax as long as all | ‘ 
were within one state, but if the 
number above nine were spread 


over state lines the amount of the 9 : 

tax would be multiplied by the tsa HOBBY 

| ‘ " Over a Million regular collectors 

number of state lines crossed. | . 

“Cran 2 ate OS _ ’ 4 7" ppreciation—not Depreciation—in either 

| Such a tax, Rep. Patman de- | } Audience or Premium is what makes - 

iclared, “will allow a nominal num- 

|ber of stores to be included in any | 

one chain, but will practically pro- | Popular — Profitable — Economical 

hibit a chain being formed which is 15,000,000 families have been 
- ° eached i e ‘ ous 

controlled by New York and which Seats tarred on ed 

will eat the very life out of every Charities, 

community in the nation.” 


POSTER STAMPS 


Poster 
Advertisers, 
Institutions, 


Association 


Expositions, ete., ete 


est is Sustained — Number of 
Rapidly Mounting — Results 


are Phenomenal 


For Keglined Cans | 

American Can Company, New | 
| York, has appointed Roth, Schen- 
ker & Bernhard, Chicago, to handle 


COST IS LOW — Audience Large — Inter- 
is 
eported 


Write TODAY for complete in 
advertising of its Keglined cans. formation, tables of experience, 
|The agency has been serving as lists of users and generous ar 
marketing counsel and will continue ray of samples. No obligation 


in this capacity 


5 MID-STATES GUMMED PAPER CO. 


2515 South Damen Avenue - Chicago 
| 2 New York - Cleveland - St. Louis - San Francisco 
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Gaess Outdoor Moves 

Gaess Outdoor Advertising, Inc., 
has moved to a newly constructed | 
building, housing its offices and) 
|shop, at 4797-99 Hudson boulevard, 
North Bergen, N. J. 


NWMoat 


PROMINENT MAGAZINES ate 


DISTRIBUTED INDEPENDENTLY! 


EWSSTAND sales for BETTER HOMES & GARDENS 
gained 372% in six years! 


This popular home service magazine is one of the leading 

_ publications distributed to newsdealers by the International 
Circulation Company through 683 independent wholesalers. 
| BETTER HOMES & GARDENS came to us in 1933 with a 
yearly average newsstand sale of 60,847 copies. It climbed 
steadily to an all-time peak of 387,000 copies in April 1939 

... another example of the effectiveness of independent news- 

stand distribution under the direction of the International 

Circulation Company. 


Our presentation “The Story of Independent 
Distribution” explains the modern methods 
employed in distributing our own and the 
magazines of other publishers to newsdealers 
...and shows why these methods produce 
consistent gains in newsstand sales. 

“The Story of Independent Distribution” 
will be mailed, without obligation, to any 
magazine publishing executive upon request. 


INTERNATIONAL CIRCULATION COMPANY, Inc. 
Distributors for Hearst Magazines Inc., and other publishers 
HARRY J. STRICKLER, Sales Manager 


57th Street at 8th Avenu,r . New York, N. Y. 


The chart below shows the continued 
upswing of Better Homes & Gardens 
average A. B. C. newsstand sales 
under International auspices since 


June 1933. The total gain is 372% 


Newsstand Sale—Six Months Ending June 30— A. B.C. 


Copies 1933-1934 «1935. = «1936-—S 1937S 1938 = 1939 
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Sohio Throws 
Big Public Party 
on /0th Birthday 


250,000 Cakes Distrib- 
uted; Special Copy to 
Run for Three Months 


Cleveland, Feb l Witt 70 
behind it, Standard 
Ohio is throwing 
birthday party in its 
the public invited to 
Advertising celebrating 
the event is scheduled to appear in 
Ohio newspapers and over the air 
tor the first quarter of the year. 
While a half-dozen parties were 
held for the benefit of the 6,000 
Sohio employes, the company did 
not wish to ignore the people who 
have made its prosperity possible, 
and proceeded to place what is 
probably the largest single bakery 
order on record—a _ requisition for 
250,000 cakes for distribution to 
motorists at its filling stations. 
night have thought, as Standard 
Oil did, that this would have been 
fully adequate, but he would have 
been mistaken. The birthday cakes 
went like hot cakes, causing the 
company to explain in newspapers: 
“Good gosh, where did 


years of service 
Oil Company of 
the biggest 
history with 
participate 


One 


those 


COPY and LAYOUT 


SATURDAY AFTERNOONS 2:00-5:30 
STARTS FEBRUARY 10 


A combined laboratory 
signed for men and women looking 
toward advertising as a _ career. 
Treats the advertisement as a whole. 
Covers fundamentals of good copy 
and layout, with practical problems 
in all media. 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE  CHICACO - CENTRAL 6787 


course de 


FETES 70TH YEAR 


STANDARD OIL 


CELEBRATES THE YEARS AHEAD! 


== 
This Ohio Company, Serving Only Ohio People, iH 
4 Will Continue Its Constant Effort to Bring 
Ohioans the Good Things First . . . Better i 
| Services and Products at a Fair Price to Ail i 
| G Sos eocosene 


[a > oe 


Standard Oil Company of Ohio used 
this copy to tell its friends in that state 
of the company's 70th birthday party, 
end to attempt an explanation of the 
disappearance’ of 250,000 cakes which 
helped celebrate the event. 


250,000 cakes go’ We had 
bakeries working overtime. They 
baked 621% tons of cake. To bake 
them, it took 31,000 pounds of flour, 


eight 


35,000 pounds of sugar, 186,000 
eggs, 25,000 pints of milk, 1,500 
pounds of baking powder, 15,000 
pounds of butter and shortening 


and 4,500 pounds of salt.” 


The copy concluded with an) 
apology to those who arrived at 
Sohio stations too late to get a 
sample and with the promise to 


| bake a million next time. 


Experts Note Error 


An amusing interlude was created 
| by exception of housewives to the 
| Statistics on salt. Many promptly 
took pens in hand to inform the 
company that 775 pounds would 
have been This gave 


about right. 
Sohio a chance to reply over the 


 MNANENT 


‘@ @rereatedcy 


DISPLAYS 


LITTLE DISPLAYS TH 


One of a series of Scovill Min-Events featuring shorts 
with Grippers as used by over one thousand stores 


last season 


For Interwoven 1940 Mystery table 
action in center with horse bucking 
and ‘city feller’ swaying. All figures 
and horse full relief 


Miniature scenes in full re- 
lief, many with mystery table 
or mechanicol action .. that 
attract 50% more attention 
than stills and on basis of 
each Min-Event making at 
least 30 showings inleading 
stores, the cost per showing 
would be about the same as 
cost of a good quality card- 
board display. 


. 
Ask yourself which you pre- 
fer.. which does the big job 


Whether you sell a product or a 
service, Min-Events tell your story 
dramatically in third dimension 
Write us regarding the manner in 
which we can assist you with dis- 
play merchandising. No obligation 


W. Ll. STENSGAARD & ASSOCIATES, Inc. 


346 NORTH JUSTINE AVENUE @ 


NEW YORK OFFICE © &.C.A. 


CHICAGO, ILLINOIS 
BUILDING, ROCKEFELLER CENTER 


air that while its baking technology 
might leave something to be de- 
sired, no such criticism could be 
leveled at its methods of producing 
gasoline and motor oil. 

The company’s employes were 
feted at six parties, three of which 
were held in Cleveland, and one 


each in Toledo, Columbus and Cin- 


cinnati. Besides food and reminisc- 
ing, the company provided a floo1 
show which was transported about 
the country in special cars under 
the direction of A. B. Nichols, 
Standard Oil executive who was 


“show biz.” W. T. 
president of Sohio, in- 
ome stories of the com- 
early days, and Adelaide 
Moffett, granddaughter of one of 
the early associates of the late 
John D. Rockefeller, sang a few 
tunes in the clear soprano voice | 
which ts carrying fame in| 
the East 


once enamored of 
Holliday, 
dulged in 
pany’s 


her to 


Veterans Make Copy 


Besides 
newspapers, 


splurging heavily in 
the company kept its 


programs on seven Ohio radio sta- 
tions filled with tidings of the cele- | 


| bration. The company even managed 
| to make interesting a double truck 
| showing individual pictures of some 
1240 men who have served it 25 
years or more, introducing the as- 
|semblage as “Truly, a ‘company of 
| people’.” 
Then McCann-Erickson, Inc., the 
agency, dug up a picture of the first 
filling station opened by Sohio back 
in 1913 and some likenesses of H. V. 
Wicliff, the Columbus operator in 
charge. Both the filling station and 
Mr. Wicliff have changed in the en- 
suing span, and the veteran pointed 
out some of the features of this 
metamorphosis to good advantage. 


Union Oil Drive 
Fetes Company’s 
50th Anniversary 


(Picture on Page 35) 

Los Angeles, Feb. 1. Union Oil 
Company will celebrate its 50th an- 
niversary with a special campaign 
designed to perform both a sales 
and public relations job, according 
tc plans disclosed here this week. 
| Newspaper copy will utilize a 
|strip technique to 
formal “picture of 
while highlights in 
history will be 
series of 12 
theme will be 
vertising. 

The schedule include The Ameri- 
can Weekly, Coast, Motorland, Ore- 
gon Motorist, Pacific Graduate 
'Group, Pacific Parade, Script, Sun- 
iset, Washington Motorist and West- 
ways. 

Lord & Thomas is the agency. 


the factory,” 
pictorialized in 
sketches. A 
used in outdoor ad- 


Chicago Marketers 
to Discuss Consumer 
The Chicago chapter of American 
Marketing Association will devote 
its Feb. 6 dinner meeting to 
consumer education movement. The 
session will be held at the Stevens 
Building Restaurant at 6 p. m. 
Speakers will be Virginia Law- 


| 


| 
| 


| 


present an in-| 
the company’s | 


— | 
4/) Premier-Pabst 
similar | 


| 
| 


the | 


son Skinner, associate director, con- | 


sumer division, Crowell-Collier 
Publishing Company; J. S. MclIn- 
tosh, director of the Central Ele- 
mentary School, Evanston, and head 
of the audio-visual education pro- 
gram of that suburb; Eleanor Howe, 
of Harvey & Howe, home econo- 
mists, and Theodore D. Rice, in- 
| structor in the School of Education, 
Northwestern University, and also 
associated with the experimental 
unit of progressive education at 
Evanston Township High School 


Issues Foreign Schedule 


Corn Products Refining Company, 


New York, has released schedules 
for advertising of Karo, Argo and 
Maizena in Latin American coun- 
tries, Hawaii, the Philippines and 
the Madeira Islands. Gotham Ad- 
vertising Company, New York, is 
the agenc: 
Caffrey to Humphrey 
William L. Caffrey has joined 


H. B. Humphrey 
agency, as 
partment 


Company, Boston 
member of the art de- 
Mr. Caffrey was formerly 


associated with Young and Rubi- 
cam 
‘ 
ts Aes, 
v Boe ft ae 
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STATIONS CHANGE BUT MEN REMAIN 


THIS IS OHIO'S y 

FIRST SERVICE STATION ( #Jh a Sy 
...the ploce where friendly iz a2 Y. 
SOHIO service hod its start” A 


me STANDARD OIL GG —— 


Other anniversary copy of Sohio drama- 

tized the vast changes wrought in the 

petroleum business, as evidenced in the 
shot of Ohio's first service station. 


MEN WHO AREN'T AFRAID 
TO GROW OLD 


Banker President 
of New Illinois 
Promotion Council 


Springfield, Ill., Feb. 1.—Robert E. 
Straus, vice-president, American 
National Bank & Trust Company, 
Chicago, was appointed chairman of 
the Illinois Development Council by 
Governor Horner, as it organized 
yesterday to devise methods of get- 
ting the best results from a $250,- 
000 advertising apropriation made 
available by the last legislature. 


the state division of department re- 
ports, will act as executive secretary 
of the Council. 

The council, comprised of 24 Illi- 
nois business men, is divided into 
two groups—one to discuss agricul- 
tural and industrial aspects of state 
promotion, the other recreational 
exploitation. 

Thus far, no balance of funds has 
been struck for these two projects, 
nor have any plans been adopted. 
Among members of the council are 
Gen. A. F. Lorenzen, president of 
Lorenzen & Thompson, publishers’ 
representative, Chicago; F.  D. 
Mayer, Chicago merchandising 
counsel; Harris Perlstein, president, 
Company, Chicago, 


and Joseph H. Williams, advertis: 
manager, Sangamo Electric Co: 
pany, Springfield. 


Feb. 15 Deadline 
in CFAC Awards 
Feb. 15 has been set as the deud- 
line for submission of material fo 
the Chicago Federated Advertising 
Club’s annual advertising award 
Nine awards will be made at a 
luncheon March 21 E. R. Richer 
Hart, Schaffner & Marx, is chair- 
man of the committee in charge 
A major award will go to the 


‘| man or woman in Chicago who has 
Milburn P. Akers, superintendent of 


done the most for advertising 
1939. Four awards will be made 
for the best newspaper or maga- 


zine advertisement, best campaign, 


best piece of copy, most distin- 
guished illustration. Other prizes 
will be given for the best direct 


mail campaign, the best advertise- 
ment used by a Chicago retail store, 
best radio program and most pro- 
gressive advancement in mail orde: 
advertising. 


Zinn in New Post 


Richard A. Zinn has resigned as 
president of Zinn & Meyer, Inc., t 
become vice-president of Roberts & 
Reimers, New York advertising 
agency. Accounts formerly served 
by him at Zinn & Meyer will 
transferred to Roberts & Reime: 


INVEST 
$700,357,000 


WITH MERCHANTS 
AND MANUFACTURERS 


What do you have to offer? We're in the market for every- 
thing from automobiles to baby buggies to canned corn to 
zithers. We'll pay advertised prices. Call a representative 
of the Rodney E. Boone Organization (offices in principal 
cities) and arrange to put your proposition before us. 


This advertisement sponsored by more than 460,000 families who 
represent the market of the readable, reliable C hicago Herald-American 
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Earnings of GILMORE SCORES AGAIN Coming 


— Advertisers MOR. Conventions *) 
Cldvé Canada Dry Ginger Ale | VICTORY an | Feb. 9-10. Pacific Coast Con- ; 


Net income for the three months) RUBS Gs a a 'ference of Sales Executives, Palac: 
ended Dec. 31 was $327,573 as com- | Hotel, San Francisco. 
pared with $205,230 for the like ; Feb. 9-10. Annual meeting, In- 
1938 period. Gross sales amounted propre - : : a terstate Advertising Managers’ As- 
to $5,111,790 during the 1939 period one ———— sociation, Yorktown Hotel, York, 


27.711 in 1938 Pa. 
Feb. 20-21. Annual meeting, In- 


—EEoEooo—————————————— = as compared with $4,3 
FRe rater cor ee Positions "Want 8 follows: St 
elp anted,” “Positions anted,” “Representatives Wanted,” and Safeway ores la ‘ > Press ssoc > 
meprenetadives Available,” 30 cents a line, minimum charge $1. Terms Net f , 7 — samy om Association, Hotel 
cash with order Net income for the year ended} “ sherman, Chicago. 
us me  , — 4 een (single insertion rates): % in., $2.75; 1 to 3 im..| Hee 31 totaled $6,268,360, the high- DY, = ne re Aree Feb. 22-March 1 
est in company history. Net income << 
POSITIONS WANTED POSITIONS WANTED for 1938 was $4,206,781. Sales dur- 
—~ONTACT | —"GOPY & HEADLINE WRITER: ing 1939 also reached record levels 
TA —CO = n 4 >. 4 >) JRE ; ; en r 
ral re Aor ty for'an agency” or Let's not talk about me. Why not| With a total of $385,500,000 as com- 
‘advertiser. Twelve years’ experi- invite ~~ to tell you aoe S can help pared to $368.254,991 in 1938 
nce, five of them as Prod. Mgr. &| YOU make more money by creative Anril 93-95 . . ‘enti 
space Byr. for midwest agency. Thor-| ideas, SCALE oie ee 1 Ci Cc April 23 =. Annual convention, 
ugh Knowledge all graphic arts,| Box 2032, ADVERTISING AGE, N. Y¥ Genera igar Company American Newspaper Publishers 


- rs » | 
sge 34, married. : ; ‘ penta — jAm oe aac 5p § 
Box 2030, ADVERTISING AGE, Chgo REPRESENTATIVE AVAILABLE Report for the year end d Dec. 31 | GILMORE | Association, Waldorf-Astoria Hotel, 
Publishers shows a net income of $879,248 as |New York. 


Young man experienced 3 years in- Representative — experi- SOLO 8Y Independent OLA. tes | Mav 3-4 


Insurance Ad- 
|vertising Conference, Hotel Bilt- 
more, New York. 

| March 26-29. Annual Packaging 
Exposition and Conference, Hotel 
| Astor, New York. " 


ide and selling photo-engraving de-| enced hard worker and producer, has compared with $1,207,181 in 1938. 


Annual convention, 


sires position in production depart- | %- ic office. Now handles 1 small|Gross sales totaled $18,966,345 in ; Advertising Affiliation, Hotel Stat- 

ene fs a Pg eg ons a at eng ing AY tine: compared with $20,154,403 The annual Gilmore-Y osemite run, staged | Jer, Buffalo, N. Y. . 
‘hristian, ° ‘| Box 2029, ADVERTISING AGE, N. Y.|/in 1938. by Gilmore Oil Company, Los Angeles, June 4-7. Annual convention, 
, ox 2031, ADVERTISING AGE, N. Y.|=>= HELP WANTED . aon ae aa dee Lithographers National Association, 
ree re with a contest. Writes | DISTRIBUTORS—SALESMEN. To sell tar -ss.preipcenyedene Twenty-eight stock cars, using Gilmore ~ ong Pg s} canventi 

spelling oeny — creates * asceuting May-Art Rubber Cement to advertis- Report for the quarter ended Dec. | gasoline, averaged 22.9 miles per gallon June 23-27. Annual convention, 


iyouts—knows research, production. | ing firms and artists. A high quality|31 shows net profit of $752,255 as] in the gruelling contest. Botsford, Con- | Advertising Federation of America, 
yrs. ass’t to sales exec., handling rubber cement selling to the trade at 


. are 99 > re Hi ; ’ “hie y 
ules portfolios, direct mail, house or- | $2.35 per gallon, Less in larger lots compared with $921,188 in the like | stantine & Gardner is the Gilmore | Chicago. 


gan, corresp., credit investig. 4 yrs. May Chemical Works, 902 Larrabee] 1938 period. For the nine months agency for the newspaper and outdoor | July 7-10 Annual convention, 
erad ewe hp oe. y ee Med at., Catoago, it. ended Dec. 31, net profit was $1,- | drive. Pacitic Coast Advertising Clubs As- 
rin Adv. Age 27—clean-cut, ener-| Author's agent wott consider, from ac-| 104,418 as compared with $1,427,- sociation, Vancouver, B. C. 
vetic ‘Samples. Wants opportune,|tive or retire executives, suitable . > Ig . . . Ye 28-: ! P 7 °e ; 
stable connection in adv. dept. or| manuscripts for syndication to busi- 463 in the like 1938 period. “Guide” to Cover Movies | e. ct. 28 30. Annual convention, 
wency where ideas and writing abil-| ness house magazines. Percentage |Financial Advertisers Association, 
g ty required. — ee : payment basis. No advance fees. De- Hecker Products Corp. A change in the editorial content| The Homestead, Hot Springs, Va. 
Box 2034, ADVERTISING AGE, Chgo.| tails and samples to Dench, Hohokus, ‘ . ; “ , anaes 
N. J. Report for the quarter ended Dec. | °! Radio Guide will be initiated 
° . ” > . > 
a GENUINE FIND 31 shows a net profit of $415.375 as with the Feb. 23 issue, when the . 
: Somewhere a top executive is or has MISCELLANEOUS compared with saan 599 wil the pith weekly will change its name. to W ahl to Biow 
‘ble to find -& atts whtt iene i at Dé eagle agi a ; nt Movie and Radio Guide. Instead Wahl Company, Chicago, manu- 
ing of I xperience She drive | HOUSE MAGAZINE EDITORS. Lise/ 1938 quarter. For the six months| o¢ peing devoted exclusively to ra-|facturer of Eversharp pens and pen- 
ng ° ng experience anc we orvelyour publication free in new 1940| ended Dec. 31 ‘t profit was $689.- ; : : x ere ein 
- fyouth . . . a man who fairly lives | jfouse Magazine Directory. Send for | °[@° ec. ot, Ne’ Pronk Was $90Y,~ | dio entertainment, the publication |cils, has placed its advertising ac- 
is shectively any whore in the Tesiness” questionnaire. Business’ Journalist, | 940 as compared with $1,070,938 for | will also offer stories and special| count with the Biow Company, New 
= "Uncommon though it may seem,|°22° Sherman St., Chicago. ____| the six months ended Dec. 31, 1938. features about motion pictures York 
” there is such a man available at the ——s 
" oment. He is a Natural advertising POST CARDS 
i~ man... analytical, creative cast of 
mind . . . effervescent enthusiasm “FOTO-TONE” POST CARDS 
‘ . spontaneous imagination . . . a| Newest, most economical method of 
. indamentalist who reasons from| displaying any product. Samples and 
ause to effect. He has a pronounced| prices on request. Graphic Arts, 
nt mo for dramatic presentation, orig- | Hamilton, Ohio. 
ity in self-expression either the —= re 
se spoken or written word. Thinks in PUBLIC NOTICE 
e, terms of completed advertisements— 
* lea, theme, layout, headline and text pO IT THE MODERN WAY! 
He can do either a straight creative | Newest process reproduces direct} 
a » or handle accounts as he has|from your copy, saving cost of plates | & 
vorked on both sides of the desk |and typesetting. | rs 
essfully. He began his advertis- Use it for all sorts of Advertising | 
ng career in his prep school days be- | Material (illustrated or not), Mailing 
fore the war. Pieces, Catalogs, Sales Letters, Speci- 
His versatility, instantaneous grasp | fication Sheets, Bulletin, etc., et 
tal interest makes his present No Penalty for Small Print Orders When you go to one place for type- 
nee employment seem illogical. 500 COPIES (8%x11") $2.63 3 , : 
r | ‘here is a logical reason for that too Additional 100 copies only 22e | setting, another for engravings and still 
& faving known him nearly all my life! Any size supplied. Larger quantities | ; 2 ee 
. ee enee See et [a OO cae ee ee ane another for printing, you are definitely 
' yee. more e SAIC ‘ee ef ca ona sana 
d * 2033, ADVER TMSING AGE, Cheo.| Laurel Process, 480 Canal St., N. Y. C handicapped. You often spend days 
: and days gathering loose ends together es 
_ | Mogul Adds Four George Davis Promoted | at increased cost, time and effort. — 
Emil Mogul Company, New York,| George B. Davis, formerly acting ee 
4 « Js 4 . « », . « 7 18 
has made the following additions to| sales manager, has been given that 7 Why not try what hundreds of adver- a 
the staff: Joseph Rosenberg, for- title officially by Macfadden Publi- | tising executives and production man- ; 
merly with Buchanan & Co., New| cations, Inc., New York. | h f d fitable? Put 
York; Robert Schwerin, formerly —__—_—__—_ agers have founda so proiitabie:r Fu 


with Scripps-Howard, New York; Miller in Drive 

Sidney Fishman, formerly with oa 

University of Newark, and Donald Albert Miller & Co., Chicago, has | 

Burnham, formerly with Redfield-| launched a newspaper drive for its | 

Johnstone, New York. Temptator potatoes through Brookes | 
& Sons, Chicago. 


your jobs where your production needs 
are started and finished in one place. 


@ No precious hours wasted when you 
_ ; use the non-detour, Faithorn 3-in-l route 
Stallard Elected Publisher Names Pepper — everything under ONE roof. You then 

David W. Stallard, for the past| Phillips - Ridgeway, New York, | have just one place to go—5S00 Sher- 


ve years an account executive of| newly established book publishing | man Street— where you can check, see 
. B. LeQuatte, New York, has been| company, has appointed J. W. Pep- | foll detail of ‘ob 
elected secretary of the agency. \per, New York, to direct its account. | and follow every detail of your job. 


=> @ What a relief. What a saving. What 
a logical way to obtain better, quicker, 


You} Can Master This Money ° Making more satisfactory results. 
Advertising Method in 24-Hours @ Try Faithorn 3-in-] service—and you’]] 


never use the long, lagging, laborious 
A Tested, Proven, Copy and Layout Check-Chart route again. 
That Works, or It Costs You Nothing! 


et a business “big-shot” and | Money-Back Guarantee! 
gee fparecit © ‘what's he got | end for yours now You invest only a 
' | dol llar Study it over See if it doesn’t 
las prospered, not because he/| ,, o alt " to write 
“ ble B ut because he has been |, 7m . nd te . 
nak =a . ~ out for sure what | } 6), sell ng jot If not 
~— advertis ‘ment (or sales talk) | pntire atiafie you n ay return t 
N ind another fail vithin ten days and get vour money back PRINTING 
. you can add this positive knowledge - | 
we gUT own natural advertising and sales | Clip and Mail Coupon Now! 
; iply getting a copy of this | “rs ; . : 
: , “Advert sing Check-Chart s rda dollar bill with your name and 
Bs , . a8 . ¢ | address to Cedar Rapids Gazette, Dept. G. | 
- x it you ae tell which o Glenn E. M t Cc aw Me Cedar | 
ste is will pull be something that Ry - 1 : Aree, opy Service Mégr., sear | 
a who have aed » lifetime in Apids, lowa 
a & cannot do | | 
— ® Winning sales and ac aver ertising | = Cedar Rapids Gazette, Dept. G. | 
f other “‘go-getters.” Mi uk wh at Glenn E. Martin, Copy Serv. Mgr. 
reay “Sng with soll” by caine | | Coder Maplin Rowe CORPORATION 
ples in this “Check-Ch art - Tt Send me a copy of the Check-Chart 
& tested, proven way to get “How to Write Advertising That Sell« 
ts and make more money. at a Profit.” If not entirely satisfied 500 SHERMAN ST CHICAGO 
Eney te Wee. Sur 4 . I may return it within 10 days and get “7 i 
. o Use, Successfal, Too! my money back. 
=, é hard-to-underatand books to My dollar bill is enclosed. . 
ad met @& simple one-page chart bet AD-SETTING + PRINTING + ENGRAVING 
¥ 
as e® you a shary su ivantage Signed 
mother saaetedh , | WABASH 7820 
— en by this Check-Chart ld Address 
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Stromberg Offers 
Receivers for New 
Fidelity Reception 


New York, Feb. 1.—Faith in the| 
future of frequency modulation 
broadcasting was expressed this 


week by Stromberg-Carlson Tele- 
phone Mfg. Company, with the 
launching of two new receivers es- 
pecially designed for this type of 
reception. Introductory advertising 
on the FM models is set for a run 
of several weeks in New York City 
newspapers. 

The new models include a console 
in Chippendale design, priced at 
$395, and a table model at $69.50 
which may be used in connection 
with the owner’s console. Features 
of former Stromberg instruments 
have been retained, such as push- 
button tuning, the “acoustical laby- 
rinth” 
General Electric Company is the 
only other radio manufacturer now 
marketing these receivers. 


Broadcasts Increasing 


In 600-line space, the Stromberg 


advertisements will relate the sta- 
ticless, high fidelity characteristics 
of FM, while describing the individ- 
ual instruments. Copy will point 
out that “with the labyrinth and 
the coaxial Carpinchoe speaker, 
Stromberg-Carlson has been able to 
build a radio that will reproduce 
these added frequencies. The laby- 
rinth of a Stromberg-Carlson FM 


radio assures fundamental bass | 
notes you otherwise never could 
hear.” 


With several local FM outlets al- 
ready operating and Station WOR | 
due to begin FM operations within 
a month, FM enthusiasts are pro- 


and Carpinchoe speakers. | 


JOHN A. CAIRNS 
& Bric. 


45 EAST 17th ST. 
NEW YORK, N. Y. 


"ACTIVATED AL" BOWS 


Let ot oiled AL do the work! 


tw tom Avtivaied 4 These Manvtacturers | 
Supply Dehydretors 
Charged with 


Activated Alumine 
. 


sod eeplacement supplies ALL MINUM 


KE COMPANY. (Sales Agent Acomesc e Com 


68) a ccm T099 Call Why. Por icheongh, Pe 


DRIES REFRIGERANTS DRY 


New trade character created for Alumi- 
num Ore Company, Cleveland, by Fawn 
Studios, through Fuller & Smith & Ross, 
plays the dual role of ardent dry and 
excessive drinker, to portray the charac- 
teristics of Activated Alumina, drying 
agent. A personal appearance at the 
Air Conditioning Show in Chicago was 
followed by introduction in industrial 
papers. 


vided ample listening variety. Han- 
ford & Casier, Rochester, handles | 
| the account 


Color Pages Planned 
for Shredded Wheat 


National Biscuit Company will | 
launch an expanded campaign for | 
its Shredded Wheat in April, using 
color pages in seven national maga- 
zines. 

Federal Advertising Agency is in 
charge. 


WSAY Joins MBS 

Station WSAY, Rochester, has 
joined the Mutual Broadcasting 
System, making a total of 118 sta- 
tions. The station operates full | 
time on 250 watts. 


“What About the 


Consumer Movement?” 


REPRINTS 


Reprints of the exhaustive and 
up-to-date analysis of the 
Consumer Movement, 
tory, composition, aims and 
purposes—which appeared on 


Pages 23 to 28 of the Janu- 
ary 8 issue of Advertising Age, 


are available. 
for ordering. 


ADVERTISING AGE, 100 E. Ohio St., Chicago: 


Send me copies 


Movement?" | enclose 


NAME 
ADDRESS 
CITY 


Use the coupon 


AVAILABLE 


its his- 


THIS WEEK 


Index of Retail Activity in 
80 Important Markets 


Based on total retail advertising volume in all newspapers 


(Copyright, 


1940, by 


Advertising Publications, Inc.) 


of "What About the Consumer 


in payment. | : 
Prices: | to 10 copies 10 cents each; 
additional copies, 5 cents each. 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
4-Week 4-Week 4-Week or Loss. or Loss 
Period Period Period 1940 1940 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Jan. 29, 1938 Jan. 28,1939 Jan. 27, 1940 1938 1939 Jan. 28,1939 Jan. 27,1940 Loss 
SE. Gceksaneesae 861,874 ~ 652,082 604,979 —29.8 —7.2 156,352 141,635 9.4 
Albany, N. Y. 553,394 504,131 506,119 —8.6 +0.4 120,068 123,887 +3.2 
eS ee 366,184 377,783 386,771 + 5.6 + 2.4 109,242 111,272 1.9 
BOIeROe, GE ce vcesccs 986,916 1,071,420 77,849 —11.1 —18.1 266,336 180,303 —32.3 
Laltimore, Md. 1,455,132 1,338,212 1,410,734 —3.1 +5.4 317,027 353,669 +11.6 
Birmingham, Ala. ..... ~ 802,760 804,776 $26,168 2.9 + 2.7 228,270 155,148 —32.0 
Boston, Mass. ...... 1,445,039 1,463,244 1,413,188 —2.2 —3.4 334,338 324,140 —3,) 
Bridgeport, Conn 678,272 669,200 688,548 +1.5 + 2.9 165,564 175,812 + 6,2 
Buffalo, N. Y. 1,140,874 943,418 890,889 —21.9 —5.6 232,680 203,560 —12.5 
Camden, N. J. 238,042 244,283 393,093 + 65.1 + 60.9 56,856 82,412 + 44,9 
Cedar Rapids, la 286,454 303,170 286,454 a 5; 69,888 66,290 —b.2 
Charleston, W. Va : 714,386 685,419 616,890 —13.7 —10.0 183,232 150,494 —17.9 
““hicago, Ill. 2,010,676 1,859,133 1,793,274 —10.8 —3.6 425,030 420,736 —1.0 
Cincinnati, O. 1,069,23 1,037,446 1,012,427 —5.3., —1.7 239,234 223,008 —6.8 
Cleveieme, ©, ...0200: 1,451,461 1,195,048 1,285,272 —11.5 + 7.5 288,239 291,018 +1.0 
Columbus, 0. 887,992 895,648 898,342 +1.2 +0.3 202,266 214,355 +6.0 
Dallas, Tex. . 1,461,584 1,448,192 1,304,054 —10.9 —10.0 f 307,891 —13.7 
Davenport, Ia. 600,642 567,112 581,350 —3.2 + 2.5 122,752 —9,7 
Dayton, O. ..... 912,864 867,104 879,558 —3.7 +-1.4 194,866 —4.5 
Denver, Colo. 616,062 654,445 612,317 —0.6 —6.4 143,786 135,871 —5.5 
Des Moines, Ia. .. ~ 432,793 426,750 437,825 o@=—13 +0.1 99,391 101,943 +26 
Detroit, Mich. ... 1,360,141 1,317,355 1,337,32¢ —1.7 +1.5 328,623 310,303 —5.6 
iil Paso, Tex. 729,543 656,544 702,464 3.7 + 7.0 167,020 173,992 + 4.2 
_y /- , Pere ere 588,458 563,570 957,928 5.2 -1.0 153,272 32,524 —~13.5 
Fall River, Mass. 203,741 212,571 226,332 11.1 +6.5 61,497 54,827 10.9 
Flint, Mich. ..... " 529,956 588,832 071,270 7.8 —3.0 140,196 £137,536 —1.9 
Fort Wayne, Ind. 695,604 895,737 720,391 6 +3.5 165,340 167,993 + Le 
Gary, Ind , seas 392,926 360,073 412,206 4.9 +14.5 109,082 + 22.( 
Grand Rapids, Mich. .. 593,142 608,558 619,836 + 4.5 +1.9 151,214 —1,7 
Greenville, 8S. C. 383,552 382,470 135,651 + 13.¢ +-13.9 100,196 2.8 
Houston, Tex. ..... 1,030,540 1,038,636 1,204,210 £16.99 -+15.9 350,278  —a. 
Indianapolis, Ind. 1,158,974 1,005,086 1,126,580 2.8 +-12.1 84, 243,936 +32.5 
Jacksonville, Fla. 546,868 580,860 584,458 6.9 0.6 149,282 149,422 +0.1 
Jersey City, N. J. 137,587 110,359 132,626 3.6 + 20.2 22,698 49,051 116.1 
Kansas City, Kan. 186,529 187,467 199,983 P| +6.7 42,259 40,061 5.2 
Knoxville, Tenn. 630,126 615,620 670,656 -6.4 “+8.9 152,824 155,232 Lf 
Little Rock, Ark 607,404 589,064 570,206 6.1 “3.2 171,976 129,360 24.8 
Los Angeles, Cal. 1,681,674 1,774,401 1.792.530 6.6 1.0 413,312 461,553 +11 
Louisville, Ky. ...... 992,623 921,901 848,163 14.6 8.0 223,679 185,004 17 
a Bee sxes awa 584,934 558,908 545,384 6.8 2.4 137,760 140,924 2 
Manchester, N. H. .... 263,072 243,992 247,334 6.0 1.4 ~ 68,154 68,240 17. 
Memphis, Tenn. 769,664 705,796 1,142,078 48.4 61.8 169,204 162,036 4.2 
‘Milwaukee, Wis. . 1,100,497 989,069 1,004,103 8.8 ae 184,7 42 277,103 0.0 
MMinneapolis, Minn. .. 999,012 1,005,785 910,652 S.9 " , > 220,547 8.8 
Nassau County, L.I1., N.Y 133,926 139,460 129,891 3.0 6.9 27 28.8 
New Bedford, Mass, 232,764 211,778 222,502 4.4 5.1 21.1 
New Haven, Conn. 5,030 639,156 681,674 +91 + 6.7 2.8 
New Orleans, La. 1,256,566 1,329,05¢ 1,413,494 12.5 6.4 18.2 
New York, N. Y. 4,359,154 4,111,963 5,938,004 9.7 —4.2 3.4 
Brooklyn, N. ¥ 349,315 339,765 267,666 23.4 21.2 45.5 
Norfolk, Va. . 632,716 656,796 648,242 2 —t. 8.9 
Oakland, Cal. . 515,491 911,878 165,310 9.7 10.4 9.4 
*Oklahoma City, Okla 784,742 749,574 494,872 6.9 34.0 39.2 
Omaha, Neb. 376,776 378,732 858.726 1.8 5. &f 
Peoria, I11. 726,039 736,901 729.985 0.5 0.9 9.) 
Philadelphia, Pa 2,030,686 1,935,866 045,907 0.7 5.7 470,039 474,965 1.1 
Phoenix, Ariz 572,376 502,922 564,214 1.4 12.2 118,594 145,390 22.6 
Pittsburgh, Pa. 1,485,148 1,332,142 1,345,974 9.4 +1.0 314,552 321,356 2 
Portland, Ore. 691,292 840,672 675,496 2.3 19.7 214,900 185,066 13 
Reading, Pa 634,578 656,99! 646,606 ~1.9 1.6 159,603 151,956 4.5 
Richmond, Va 802,200 «813,050 755,650 ‘ 7.1 193,116 149,590 22 
Rochester, N. ¥ 1,026,136 1,020,071 1,038,102 ° 1.8 247,491 234,946 
Rockford, Ill. . 197,588 476,74 539,574 L8.4 +13.2 113,092 144,130 27.4 
Rock Island-Moline 541,996 508,256 $76,700 12.1 6.2 114,408 125,412 9. 
Sacramento, Cal 536,368 569,450 523,866 2 8.0 145,23 121,436 16.5 
San Antonio, Tex. 428,125 471,60 $94,358 1 4.8 111,738 108,124 : 
San Diego, Cal. 957,796 935,088 697,886 27 25.4 200,774 158.998 0.5 
Seattle, Wash ‘ 87,202 730,054 829.248 41.2 13.6 172.770 186,298 74 
‘South Bend, Ind. 526,060 399,21 348,170 53.8 12.8 89,376 87,518 2.1 
*Spokane, Wash 537,852 {88.474 $44,864 17.3 8.9 126,224 102,312 ‘ 
St. Louis, Mo 1,180,790 1,152,955 1,129,325 1.4 2.1 268,995 290,480 
*St. Paul, Minn 850,178 722,412 730,582 14.1 +1.1 148,72¢ 142,964 
Syracuse, N. ¥ 277,760 00,608 $44,157 59.9 + 47.8 66,84 103,824 3 
Tacoma, Wash 95,598 401,408 $41,60 + 11.6 10.0 94,682 92,932 
Tampa, Fla $54,042 422,254 931,356 22.4 25.8 103,656 140,028 
Toronto, Ont ‘an 1,319,084 1,228,551 13.9 7.6 351,165 321,045 5.0 
Troy, N. Y. 226,352 240,128 +10 4.4 52,122 62,944 20.8 
Tulsa, Okla 655.432 607.418 10 an 149,07 143.626 3 
Washington, PD. Cc. . 2,299,260 2,440,168 +1, 6.¢ 554,16 620,001 
Youngstown, © 0,354 473,938 2.8 15.0 119,178 132,699 
Total ‘ 65,095,979 63,196,166 63,211,470 ee 0.2 15,202,272 14,839.58 
~ } Akron Times-Press discontinued Aug. 28, 1938 13. Minneam = ind Journal merged Aug 
2 Linage of Daily American now combined with Record. 
3 Buffalo Times discontinued Aug. 1, 1939. 
4 Chicago Herald & Examiner discontinued Aug. 28, 1939 
> Milwaukee News discontinued Jar 14, 1939 
+; Oklahoma News discontinued Feb. 24, 19 
7 News-Times discontinued Dec. 28, 1938 
8 Spokane Press discontinued March 18, 1939 
9 St. Paul Daily News discontinued April 30, 1938 
10 San Diego Sun suspended publication N« 2 1939. No paper published on Jan. Ist 
11 Atlanta Georgian and Sunday Ar can ceased publication Dec. 17, 1939. 
12 Linage of Syracuse Journal, now combined with Herald, eliminated from 1938 and 1939 totals 


Names Mulberger 


Pfister hotel, Milwaukee, has 
named H. C. Mulberger, Inc., Mil- 
waukee, as its agency 
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C&0 Lends Hand 
to Best Customer, 
the Coal Industry 


Also Will 


Its Territory 


(Picture on Page 35) 

Cleveland, Feb. 1.—Motivated by 
the well worn, but oft forgotten 
axiom that you can’t go wrong by 
helping your best customers, the 
Chesapeake & Ohio Railway has 
launched one general and one in- 
justrial campaign designed first to 
create demand for the coal which 
itt carries in great quantities, and 
second, to bring tourists to the his- 
toric region which its lines traverse. 
The more unique of the two is 
the industrial campaign, in which 
Chesapeake & Ohio takes an atti- 
tude of enlightened selfishness by 
starting a strong selling effort for 
the bituminous coal which provides 
70 per cent of its total income. Both 
jomestic and export buyers are be- 
ng cultivated. 


Copy Is Tailor Made 


Copy is being shaped to the spe- 
cial fields indicated, the only com- 
mon denominator in this campaign 
being the slogan, “The Coal Bin of 
America.” Discussion of the energy 
value and low ash content features 
advertising in Business Week, Com- 
bustion, Factory Management & 
Maintenance, New England Pur- 
chaser, Power, Power Plant Engi- 
neering and Southern Power & In- 
dustry. Case histories, in which 
nationally known companies which 
profited by use of coal, rather than 
competing fuels for heating pur- 
poses provide the central theme in 
Architectural Forum, Buildings and 
Building Management and National 
Real Estate Journal. 

Black Diamond and Coal Heat 
will be used to apprise the coal in- 
dustry of the C&O’s work in its 
behalf, and to generate merchan- 
dising momentum. Export publi- 
cations will be used aggressively to 
foster trade with Sweden and South 
America, and particularly to ac- 
quaint importers of those countries 
with American coal and the far- 
flung facilities of the C&O, consist- 
ing not only of railroads, but docks, 
warehouses and handling equip- 
ment in Newport News. This copy 
will be carried by American Ex- 
porter, American Swedish Monthly, 
Ingenieria Internacional, and Ob- 
servador Economico e Financeiro. 
A mailing campaign will also be 
employed to reach South American 
commercial organizations and in- 
justrial coal consumers. Special 
are is being taken in translations 
tc use the appropriate salutations 
if each country. 


Adapts National Slogan 


general campaign will be 

to the suggestion, “See the 
First of America First,” supporting 
opy listing such attractions as 
Jamestown, first permanent English 
settlement of the new world; Co- 
onial Williamsburg, fully restored | 
An ow the habitat of the fore- 
‘athers, and Yorktown, where Corn- 
surrendered and American 


The 


keyed 


merty emerged from the theoreti- | 
c tage. Newport News, Old | 
Point Comfort and the adjacent 


ities of Richmond, Mount Vernon 
ind Washington are also rich in 


ee, 


Spotlight 
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Two CAMPAIGNS FOR CRO 


FOR LATIN AMERICA 
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Chesapeake & Ohio Railway is expanding its advertising effort this season with 
two campaigns; one designed to promote tourist business, and the other intended 
to stimulate demand for the biggest fare-paying customer of the line—the coal 
Inc., 


is the agency in charge. 


tradition, 
out. 

The railroad will use 13 two-color 
pages in Business Week and Time, 
with a supplementary campaign in 
National Geographic. Newspapers 
in a number of cities on the C&O 
lines also will be employed. The 


the advertising will point 


fortably 
tisements 


adver- 
that 


in the 
readers 


in a niche 
to remind 


McCann - Erickson, 
land, 


Inc., 
handles the account 


Gin Copy Will 
Hound Prospects 
with Doggy Theme 


New York, Feb. 1.—Drawing an 
analogy between a dog and a gin 
through copy which points out that 
“a cocker and a cocktail have a lot 
in common,” Fleischmann Distilling 
Company is running its first 1940 


copy in Miami and Palm Beach 
newspapers as a forerunner for the 
regular magazine and newspaper 
campaign to break nationally in 
March. 

Placed for “copy registration” 


purposes to protect the idea, inser- 
tions picture a cocker spaniel. Copy 
points out that spaniels “have been 
bred that way,” and that Fleisch- 
mann’s, “the first American gin, 
called a pedigreed gin.” 

A widespread newspaper 
paign, to break in April or May 
be built around this theme, featur- 
ing Fleischmann’s as “a pedigreed 
gin for prize-winning drinks.” The 
same motif will highlight a maga- 
zine drive to begin in March issues 
of ten weeklies and monthlies. Mag- 


is 


cam- 
, will 


azine copy, some of which will be 
in color, will appear for the bal- 
ance of the year. 

The “cocker-cocktail” copy now 


appearing in Florida papers is the 
first to be prepared by the new 
Fleischmann agency, J. M. Mathes 


Horrell Promoted 


Judson Horrell, until recently in 
a sales promotion capacity with the 
|Schutter Candy Company, Chicago, 
has been promoted to the post of 
advertising m: mange r 


Two for Sterling Beeson 


Sarane & Co., Toledo, maker 
Sarane hand cream, and hog Unity 
Woolen Mills, West Unity, have 
|placed their accounts with ‘Sie rling 
| Beeson, Inc., Toledo. 
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now famous Chessie will sleep com- | 


travel has ceased to be an ordeal. | 
Cleve- | 


of | 


Universal Camera 
Sees New Trend 
for Click Addicts 


New York, Feb. 1 
jits policy of attempting to anticipate 
trends in the low-price camera -~ 
Universal Camera Corporation 
jreadying promotion on a new syn- 
chronized flash model, priced at | 


$4.95. It is hoped that this model 
will repeat the success of inexpen- 
sive box and folding models, of 


which Universal sold several million 
units. 

Universal claims that 
| the Uniflash, 


ils camera, 
is the only one priced 


under $20 which affords perfect | 
synchronization. By using pages in 
national media, the company ex-| 


pects to open the potentialities of 
| flash bulb photography to millions 
lwho have not used it heretofore. 
| Advertising pressure will be exerted 
lon retailers to push the instrument 
on the theory that its sale means 
more bulb, film and developing 
business for them. 

Black-and-white 
copy will break in March in the 
following magazines: Life, Look, 
Popular Mechanicsg Popular Pho- 
tography and Popular Science. Copy 
will verge on the lyrical with such 
headlines as “Why wait for the sun 
to shine?” indicating that picture 
taking can now be a year round ad- 
venture even for those who cannot 
afford expensive cameras. 

The Uniflash boasts such features 
as a removable synchronizer and a 
bulb ejector. 
versal’s own roll film and a free roll 
is offered if pictures do not turn out 
satisfactorily. The campaign with 
which Universal is backing the Uni- 
flash represents a substantial boost 
in the gross advertising budget, in- 
as aah as separate drives will be 
conducted for other cameras in the 
line. Austin & Spector Company is 
the agency. 


Hosiery Mills to Mack 


Mammoth Hosiery Mills, 


and two-color 


Trenton, 


N. J., has appointed Norman A. 
Mack & Co., New York, to direct its 


account. 
papers, 


in business 
promotion in 
local newspapers, point-of-sale dis- 


A campaign 
followed by 


| plays and spot radio, is being 
planned. 

Riverbank to LeQuatte 
Riverbank Canning Company, 


Riverbank, Cal., 
LeQuatte, New York, to direct ad- 
vertising of Madonna tomato paste. 
The Christian Science Monitor and 
newspapers in Cleveland and Pitts- 
burgh are being used. Radio and| 


AP Ultimatum Is 


Continuing 


The camera uses Uni- | 


Knotty Problem for 
Food Advertisers 


( Continued from Page 1) 


jaccede too meekly to the A&P de- 
mands. 
This conflict was perhaps best 


phrased by Hector Lazo, of the Co- 
operative Food Distributors of 
America, Washington, D. C., who 
characterized the A&P pronounce- 
ment as “a potentially dangerous 
move to independent retailers and 
wholesalers.” 


He elaborated in these words: 

“It may accomplish in the long 
run the exact opposite of the effect 
which the Robinson-Patman act was 
designed to prevent. It is conceiv- 
able that eight or ten of the largest 
retailers in the food business, 
;counting for about 60 per 
the total volume, may become 
sole customers of large suppliers, 
and thus the only buyers entitled to 
}a discount. This would place old 
| line jobbers and retailers at a hope- 
less disadvantage.” 


ac- 


cent of 


| Independents to Fight 

If independents generally shared 
Mr. Lazo’s initial consternation, it 
was not long before wrath became 
their dominant feeling. It was 
'S | fre ely though unofficially predicted 
| that in the new crisis independents 
would declare war on all manufac- 
turers who changed their methods 
of distribution in order to meet the 
| A&P specifications The mildest 
|; manifestation of this feeling would 
be to decline to give adequate dis- 
play to such products. The severest 
might be refusal to stock such lines. 

The executive of an independent 
grocery association was somewhat 
more moderate in his views, but de- 
parted from the consensus by pre- 
dicting that the Federal Trade Com- 
mission would be forced to take fur- 


the | 7 


Ten = action. 


| inconceivable, 


} 
| 


“It cannot refuse to do 

* he insisted, “since the new A&P 
~~ eS is grounded in an FTC 
order. To permit the chain to evade 
the intent of the order would mean 
nullifie a of the Robinson-Pat- 


ist 


Others May Follow 


Other chains took the viewpoint 
that A&P was absolutely within its 
rights in refusing to deal with 
manufacturers who sell through 
brokers, since even the Robinson- 
Patman Act does not attempt to dic- 
tate sales or distribution methods. 
Chain sympathies with A&P appear 
to be somewhat lukewarm, how- 
ever, since many have found A&P a 
more formidable competitor than 
the independents. It appears cer- 
tain, though, that if the A&P strat- 
egy is successful, it’ will be gener- 
ally adopted in the chain field. 

Officials of the National Food 
Brokers Association, which is vitally 
affected by the new A&P policy, 


| took to the cyclone cellars and re- 


fused to comment. One, however, 
vouchsafed the statement that 65 to 
per cent of all of the products 
found on the shelves of America’s 
grocers reach their destination 
through the hands of brokers. It is 
he said, that the 
small army of brokers, who perform 
valuable sales services to producers 
ot dry groceries, for a fraction of 
one per cent of the sums involved, 
can be destroyed. Their functions 
cannot be performed at a lesser cost 
by any other mechanism yet in- 
vented, he asserted. 


Importance of Broker 


Caruthers Ewing, general counsel 
of A&P, indirectly confirmed the 
importance of the broker in the 
food field by saying that since pass- 
age of the Robinson-Patman Act, his 
company has paid more than $8,- 
000,000 to independent brokers. He 
gave the impression that A&P de- 
plored the necessity of excluding 


| the broker from its calculations and 


adopted its new policy only because 
it felt its existence was threatened. 


? 
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HOT S$! 


PRINGS 


NATIONAL PARK ARKANSAS 


FOR HEALTH 


has appointed H. B. | 


| 


Controlled by the United States 
Government to prevent exploita- 
tion of their amazing curative 
properties, the 47 effervescent 
Hot Springs are recognized by 
eminent medical authorities for 
use in treating energy sapping 
organic and nervous troubles— 
and Uncle Sam has erected a 
$1,500,000 hospital at Hot Springs 
to care for service men afflicted 
by these ills. Drink and bathe in 
the waters for new youth and 
vitality. 


MAJESTIC 


HOTEL. APARTMENTS & BATHS 


Make the Majestic Hotel your home 
while in Hot Springs—a wide choice 
of pleasant accommodations from sin- 
gle rooms, with or without bath, to 
delightful 2, 3. and 4 room apartments 
—Government supervised bath house 


| in connection with the hotel. Surpris- 
national magazines may be added. ingly low rates from $2. 
| 
Sodi Joins Cairns | 
Carl R. Sodi, formerly with| 
J. Walter Thompson Company, New | 
York, has been appointed assistant 
irt director of John A. Cairns & imo Sen Cone 
Co., New York. Booklet To 
as 8. E. McEachin, 


Kimball Adds O’Connor 

Collette O’Connor, formerly with 
Lord & Taylor, New York depart- 
ment store, has joined Abbott Kim- 
ball Company, New York 
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FACTORY MANAGEMENT AND MAINTENANCE 


The preservation of American free enterprise is of first concern to all thinking 
citizens. It could not be otherwise, because for ten years every phase of this 
American system has been under attack. 

The America of today was built upon free enterprise. The America of to- 
morrow, if it continues to lead the world in human progress, can be built only 
upon free enterprise. 

Never has it been so vitally necessary that this fundamental fact be widely 
understood. Never have the proponents of a free American industry so defi- 
nitely faced the obligation to prove their case. 

FACTORY accepts its share of this obligation. To state the case for Amer- 
ican free enterprise — to point the way toward lasting prosperity — to give a 
glimpse of the future ahead of American industry and America’s way of living 
— FACTORY will devote an entire issue to telling in vivid, graphic form 


WHAT INDUSTRY CAN DO FOR AMERICA 


Underlying this issue is an intense desire to awaken the American imagina- 
tion — to revive optimism — to dispel fear — to point the way to extraordinary 
achievements yet to come. 

Most of the well-informed men in industry, many in labor, and many in 
government believe that the future of the nation depends upon the operation 
of private initiative. They agree: ot 


Usi 


alt 


That plenty of jobs and a high standard of living for everyone can ad 
be attained only when industry is free to make fullest use of science 
and invention; modern methods, materials, and machines. 

That new jobs and a higher standard of living for everyone cannot [ 
be created by excessive taxation, increasing public debt, widespread 
industrial strife, and recurring uncertainties which destroy confidence. 


And they know that within our own borders lies the richest market in the 
world, still awaiting development; that America needs industry’s goods and 
services in quantities greater than have ever been produced; that we possess 
the materials, money, and man-power to satisfy this need. 

But well-informed men are in the minority among America’s millions. It is, 
therefore, the responsibility of these men to tell and retell the story of Ameri- 
can free enterprise. And they must tell it now. 

Why now? Because America is wearying of theories, catchwords, and cure- . 
alls. Because people are in the mood to turn to the sound principles of the 
American system. They need only to be given the facts. 

WHAT INDUSTRY CAN DO FOR AMERICA will present the facts of in- 
dustry in such form that men who lead can demonstrate to all how jobs, se- 
curity, and a higher standard of living are attainable only through American 
free enterprise. ‘ 

WHAT INDUSTRY CAN DO FOR AMERICA will be a fitting sequel 
to “What Industry Means to America” published in 1936. In that year, 
FACTORY ’s factual answer to the vicious attacks on industry, so widespread 
at the time, reached people in all walks of life by way of industrial manage- 
ment, the public press, educational institutions, the pulpit, and the radio. 

WHAT INDUSTRY CAN DO FOR AMERICA will likewise, in this critical 
year of 1940, give inspiration on a broad front and provide the basic facts need- , 
ed to clarify thinking. 


August Is the Publication Date 


FACTORY MANAGEMENT AND MAINTENANCE 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK, N. Y. 
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Using cellophane costumes and appropriate props, these models displayed the 
Coopers Jockey Underwardrobe to dealers. (Story on Page 16.) 


LOW-DOWN FOR RAILROAD MEN 
ih i aes a 


Not miners, but advertising and railroad men of the Chesapeake & Ohio Railway 
are these gentlemen, caught by the camera prior to visiting a West Virginia 
mine. Left to right are Don Lindsay, McCann Erickson; E. A. Reilly, C. & O. 
coal traffic department; Walter Jackson, advertising manager, and Minott Brooke, 


fuel service engineer. (Story on Page 33.) 


HISTORICAL MILESTONES DRAMATIZED IN COPY 


XCITING YEARS 


OF SERVICE TO TWE WEST » 1890 + (940 


UNION OIL @& 
COMPANY 


Oe 


As = of its 50th anniversary advertising campaign, Union Oil Company is 
*eturing colorful copy of this kind, representing a pictorial history of the West 


from 1890 to 1940. (Story on Page 30.) 
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PHOTOGRAPHIC REVIEW OF THE W 


MALES MODEL FOUNDATIONS FOR MEN WINS MOVIE FAME 


Swift & Co. was pleased to hear that 
Martha Scott, former star in one of the 
company's commercial films, had won 
the feminine leading role in the Holly- 
wood picture, "Our Town.” 


LOVE ON THE PHONE 


LOVG DISTANCE: 
heart specialist 


Have vou these evenptone? Dees your 


pruie quicken «hen vou think of some 


special friead whom vou haven't seen for 
tee long’ le there a tug at vee heart 
chem you retmeerbeer thee fells beech bessene 

Have sou mutioed + strange, conpty feel 
ng. when thoughts of some one distant 


amd dear fash through 


our memory 


» wonderful toni 
Voiewes make grand Voleutines. Treat 
yourself Gand seme one che, an well!) 1 
a hearty, friendly visit hy telephone. Doe 
Long Dietance & on dot 


His fees are « 


all thee thn 
specially low dunag mght 


mchay office bemure! } 


New magazine copy of American Tele- 
phone & Telegraph Company turns 
deftly to romance. 


U. S. ARTIST CHEERS TOMMIES 


<- eg pla eit rd ty 


While Collier's employs the English cartoonist Low, the London Sketch recipro- 
cates by commissioning Merlin, American painter of glamorous girls, to do 52 
full-color pages for the magazine to keep up the Tommies’ spirits. 


STARTS TESTS ON NEW CLEANER 


QUICK AS YOU CAN SAY 


SACKWRABBITe = 
ALL PURPOSE GLEANIENR' \\ as | 


American Laboratories Sales Company, Detroit, has just started distribution of 
Jack Rabbit cleaner with the first advertising test in Detroit. Newspapers and 
outdoor advertising are being used, with C. E. Rickard the agency in charge. 


THE WAY NOT TO DO IT 


Climaxing the first of a series of four lectures on layout design, at Art Center, Chicago, Sidney Wells (left), art director 


of McCann-Erickson, Inc., 


and his staff presented a comedy titled “Deadline,” 
man and copywriter don't function together efficiently. 


showing what happens when the layout 
Others in the cast (left to right) were Martin Dawson, John 
Jameson and Nick Hufford. 
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retailers of Seattle advertise in 
The Christian Science Monitor 


Spence Air 
Photos 


For many years, hundreds of merchants in ing.” Another advertiser, who has used the 
Seattle, Washington, have found it profit- Monitor for twelve years, wrote: 

able to place their advertising in The Chris- 
tian Science Monitor. One of these adver- 
tisers reported: 


"This is just to inform you that we are still 
enjoying a nice business from our advertis- 
ing in The Christian Science Monitor. | want 


"We have been using The Christian Science to thank you for the wonderful support we ; 
Monitor for the past eight years. As the are getting.” Sk 
result of frequent checking of sources of The complete story of how advertisers are Set 
new business which have developed through building business by means of advertising me 
the medium of this edvertising, we know in The Christian Science Monitor is unique prem: 
definitely that it has been very productive = 


Tr: 
ist 


aad Guilidble. le wey ethent thet in the advertising world. Not only do mer- 


readers of the Monitor are exceptionally chants in more than 1,200 cities find that PS 

loyal to it.” it pays to advertise in the Monitor, but  —: 
This experience with advertising in The national advertisers of meritorious products fF: 
Christian Science Monitor is typical. The and services find this great, international = 3S 
Sales Promotion Manager of a large Seattle daily newspaper a medium through which = Pe:2 fs 
department store said, “We are most grate- they secure exceptional response. Let our =F 
ful for the splendid response we are enjoy- nearest office give you all the facts. 

Joy q 


(Names of advertisers quoted will be given on request) 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


London, Paris, Geneva 
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